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Values at a Profit 


A\ ny business to be successful must 


be built.on a firm foundation. This applies to shoe departments and stores 
as well. It requires something more than just a style foundation to with- 
stand the difficult period which has confronted the shoe business during the 
past eight months. 

Over a period of years we have built a reputation for smartly styled shoes 
constructed from the best materials available at the price. This sound policy 
has proved to be a substantial support during the period of slackening busi- 
ness. During the recent hysteria for cheaper footwear we have experienced 
little difficulty in maintaining our prices and certainly we don’t anticipate 
any serious price resistance during the coming season. We maintained and 
operated our shoe department during 1930 within one cent of our average 
sale of 1929. 

The time has arrived when merchants will have to get away from this ever- 
lasting sale, sale, sale, if they expect to show a profit. The public is suf- 
ficiently price conscious without their attention being constantly directed 
toward it. Don’t go to extremes in reducing prices in the hope of increasing 
your volume. Many are making the mistake of tearing down a policy or 
service or quality which has taken them years of effort and energy in build- 
ing up. 

If a business has been built on $6.00 shoes and in his restless anxiety a 
merchant believes that he should lower his price range to $5.00 in the hope 
of maintaining or increasing his volume, let him consider these simple figures 
which reveal a tearful little eyeful. 

A line of $6.00 shoes, supplanted by a line of $5.00 shoes, requires 18 per 
cent more sales in order to maintain the same volume done at $6.00. Further- 
more, the fixed expenses usually remain the same. It is not always possible 
in this grade to get the additional mark-up and in spite of the gain in volume 
it is a question if the increase will show a satisfactory profit. 

Never in any previous period has there been so great a number of sales 
events as now. The public has become educated to sale prices. Merchandise 
offered at $4.85, $6.95, $8.95 or odd price figures seems to have an unusual 


‘ appeal. These are excellent promotion prices to be adopted on some of the 


regular lines during the coming year. 

Here is a peculiar psychology in merchandising today. Regular lines 
marked with odd prices will allow a full mark-up and the public with their 
— consciousness will be drawn toward this type of merchandise 
appeal. 

Many merchants are possessed of that same price-consciousness that has 
afflicted the public. In their eagerness to secure price, footwear quality is not 
given the consideration it deserves. Nothing will react quicker on your 
business than the disappointment of customers if the quality has been 
lowered. 

Merchants today are better able to give more value than previously, which 
affords a splendid opportunity to build a reputation for quality shoes. 

Concentrate your buying, keep stocks down and give as much value as 
you possibly can in the shoes you sell. A. J. Pauty. 





Spring Is the Time to 
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By 


Dr. JULIUS KLEIN 


Assistant Secretary of Commerce 


Studies by the Department of 
Commerce have shown that the trouble with many 
shopkeepers has been that they have had precon- 
ceived ideas about what a shop should be. They 
set up stores from the point of view of the mer- 
chant rather than that of the customers. In this in- 
tensive age of retailing, that formula must be revised. 
The consideration in modern stores cannot be “What 
do I as a merchant like in the way of a retail 
store?’ It must be, ‘““What does the public want, the 
consumers—what kind of a store will they patronize ?”’ 

One major answer is: They will patronize a store 
that is attractive—pleasing to the eye and satisfying 
to all the faculties by reason of its harmonious, or- 
derly, convenient arrangement. 

The Department of Commerce has learned a good 
deal, I feel, about the kind of store that attracts 
customers. In cooperation with local interests, we 
carried out a searching study of the independent 
grocery trade in Louisville, Ky. We believe that we 
found out a considerable number of things that were 
wrong with many such establishments. One of the 
results was the creation of what the best authorities 
regarded as a model retail grocery store. Similar 
stores have been set up in Des Moines, Iowa, Jack- 
sonville, Fla., and elsewhere. I shall tell you some- 
thing later about the spread of the idea and the 
profits that have resulted. 

One great reason why the successful retail store 
today simply must be attractive is because women 
do by far the greater part of the retail buying; most 
experts calculate the proportion at about 80 or 85 
per cent. And we all know that women have a 


very strong instinctive and cultivated feeling for 
beauty, for comely order and appropriateness. They 
are repelled by, and will shun, a shop that is dreary 
in appearance and “messy” in arrangement. And 
that is just the impression created by thousands of 
our old-fashioned retail stores, especially in the 
smaller places. 

Ordinarily, the old-fashioned retailer’s store was 
dingy and .unkempt. At its worst, it could be de- 
scribed as positively greasy and frowsy. The mer- 
chant was careless about appearances because he felt 
reasonably assured of his clientele. His goods were 
illogically (because heedlessly) arranged. And they 
were not sold; they were bought. There is all the 
difference in the world between these two aspects. 

In the old-fashioned store, with its masses of goods 
on shelves extending far up into the murky recesses 


BEFORE*. 


Even a store interior as discouraging as this 
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under the ceiling, the task of getting down some 
desired article used to call for the combined qualities 
of an Alpine climber, a professor of calisthenics, 
and a vaudeville juggler. When the poor misguided 
merchant finally located the goods and got them down 
to terra firma, he did not quite know whether to 
apply for a circus job on the flying trapeze or to 
retire quietly to the back room with a bottle of good 
liniment. 


And when he was up in 


those eerie regions, he might accidentally disinter 
some moldy, moth-eaten merchandise that he had for- 
gotten all about—bewiskered pancake-flour, or fur- 
bearing egg-beaters, or something of the sort—‘‘dead 
wood,” meaning probably nothing but dead _ loss. 
Seemingly, the idea was merely to “find a place to pile 
the stuff and get it out of the way” until some cus- 
tomer conceived the quite unaidéd notion that he 
might want a certain article. 

That was all wrong, of course. It showed a stupid, 
sluggish failure to appreciate human psychology. And 
it most assuredly is not in tune with the tempo of 
today. The retail customer nowadays is exception- 
ally keen and alert. His mood requires that a vivid, 
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was transformed into this beautiful footwear salon 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, March 28, 1931 


Vv Ww VW 


SEVEN RULES FOR SELLING 


promi- 


Display “impulse merchandise” 
nently. 


Stimulate the customer’s desire of pos- 
session. 


Arrange your store for quick, economical 
selling. 


Arrange store and merchandise so cus- 
tomers can see and handle shoes. 


Develop an open arrangement of your 
store and do away with fixtures that 
obstruct. 


Pull down high shelving and make mer- 
chandise accessible to sight and touch. 


LET THERE BE LIGHT 


ano & & 


direct, and alluring appeal be directed to his facul- 
ties. His eyes are open—his mind is active—he is 
acutely receptive to colors, shapes, and suggestions 
either of pleasure or utility. He is volatile and im- 
pulsive—and the shrewd retail merchant can capitalize 
this fact to his own substantial benefit. 

The word “impulsive” is highly important here and 
deserves a bit of study. A realization of its impor- 
tance has given us the term “impulse merchandise,” 
the meaning of which is, of course, very simple. It 
refers to goods that the customer had not been think- 
ing about, and therefore had not expected to buy 
when he came into the store—but which he is never- 
theless impelled to purchase because they catch his 
eye, remind him of a dormant need, and arouse his 
possessive eagerness. 

You all know how that works out. 
a grocery store intent only on acquiring five pounds 
of sugar and a couple of cakes of laundry soap. But 
while you are walking through the store you see, 
perhaps, some avocados (wrongly called “alligator 
pears”). You think: “They look delicious! They 
would not go bad at all!’ You take one up and 
look at it. Memory and pleasurable anticipation get 
in their work. Soon you decide to buy. The cash- 
register rings again. For you, the avocados were 
“impulse merchandise.” 

Maybe you step into a present-day drugstore for 
a little bicarbonate of soda—and come out with an 
indigestible treatise on the Einstein theory. That 
may be wise or otherwise, but generally such impulses 
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ERE’S a cheerful little eyeful. Not 

propaganda to encourage people with 
hopes of glorious future things; but a 
record of actual achievement in business— 
the regaining, since last October, of all the 
ground lost in 1930. We laughed and 
cheered while business declined from 1928 
on. Now we sob while it climbs back. It’s 
a good thing dumb animals can’t laugh. 
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Good Business Is on the 


But Some Folks Don’t Always Recognize Prosperity 
When They See It, Says Ford—And Maybe He's Right 


When Henry Ford declared in 


an interview a few days ago that 

prosperity is here, but that only a 

few recognize it, his remarks occa- 

sioned a good many cynical com- 
ments. But was the motor manufacturer really so 
very far wrong? 

Ford ventured the prediction that the so-called pros- 
perity of the inflated values period preceding the 1929 
stock market slump probably will not return. In that 
opinion, we believe, most well-informed business men 
will concur. 

The late President Harding coined a phrase which, 


in its relation to business, was most misleading when 
he advocated a “return to normalcy.” Recovery from 
the depression of 1920 was probably delayed by the 
disposition on the part of many merchants and man- 
ufacturers to wait for a return of conditions they had 
known prior to the collapse of war-time values be- 
fore making commitments or plans for the future. As 
a matter of fact, the “return to normalcy” never ma- 
terialized in that sense and the sooner 
business men recognize that the pre- 
cise conditions of 1929 will never re- 
turn again the sooner can they look 
for improved conditions in business. 
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Way Back 


As a matter of fact there is no such thing as “nor- 
mal business.” Volume of industrial activity is al- 
ways rising or falling in some lines or in all lines. 
The tide of trade is always advancing or receding. 

We smile when we think of the cock- 
sure way in which economists and 
business experts who should’ have 
known better declared in ’28 and ’29 
that a major business depression no 
longer was a possibility. 

But we are equally in error when we assume 
that we are now in the depths of a depression that 
will continue until some fine morning when we shall 
wake up to find ourselves in the midst of the sunshine 
of prosperity again. 

It’s futile to look for a return of 1929 prosperity, 
for in business there is no such thing as a return to 
some stated level of trade volume which we have ac- 
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customed ourselves to think of as normal. Prosperity 
itself is a relative condition and of nothing can we 
be more certain than that when prosperity arrives. 
again it will be another and a different kind of pros- 
perity from that of 1929. Moreover, there is every 
reason to believe that Mr. Ford was right in his state- 
ment that prosperity is already here, at least to the ex- 
tent that the basic foundation for a new era of ex- 
panding volume has largely been laid. 

“Two years ago,” says John T. Flynn, noted bus- 
iness writer, in an analysis of the present industrial 
situation, “we were sliding down the business highway 
happy. Now we are moving up with gloomy faces. 
The reason, of course, is obvious. When we were 
coming down we didn’t know it. We didn’t realize 
we were going down until we hit something. The 
thing we hit was the Wall Street crash of October, 

1929. Now for the same reason we 
persist in looking gloomy because we 
do not know we are going up. But 
we are going up, in spite of ourselves 
apparently, and no amount of face 

[TURN TO PAGE 70, PLEASE} 





Against Higher Hide Tariff 


D. G. Ong Files Brief with United States 
Tariff Commission Citing Arguments in Opposition 


New York—In accordance with a privilege granted 
to him on February 19, when he appeared as a wit- 
ness before the United States Tariff Commission in- 
vestigating the tariff on hides and skins, President 
D. G. Ong of the United States Leather Company 
has filed a brief with the commission representing 
the views of his company. He opposes any increases. 

Speaking “as the represen- 


and if the domestic cattle raiser is to continue to have 
a market for his cattle hides, then the necessary raw 
material, which in part it is absolutely essential to 
import, should not at present be disturbed by any 

upward tariff changes. 
“At this point the interests of the consuming public, 
tanners and cattle raisers coincide. In tariff hearings 
heretofore it has been re- 








tative of the largest single unit 
in the United States in the 
cattle hide-tanning industry 
and as a corporation consum- 
ing both domestic and foreign 
hides,” Mr. Ong, in his brief, 
submits the following con- 
clusions: 

“Tariff changes upward at 
present would be disruptive to 
an industry which needs stabil- 
ization, not changes. 

“Method of determining 
cost of production of cattle 
hides, as suggested by Mr. 
Mollin (American National 
Live Stock Association), is 
unsound. 

“Any method of determin- e 
ing cost of production of cattle hides is unsound. 

“Hides brought into this country from foreign 
sources are not in competition with domestic hides 
but are supplementary to and are a necessary part of 
the national supply. This is especially true of hides 
from the Argentine, our principal foreign source of 
supply. 

“A revision upward of the present tariff on foreign 
hides, based upon costs of production, shown to be 
indeterminable, is unsound.” 

“In connection with the proposed investigation,” 
the brief states, “it is of primary importance to con- 
sider first the present situation in the industry which 
devotes itself to the tanning of cattle hides. The 
critical situation which has prevailed in this industry 
in which it finds itself at the present time is due, 
first, to the declining consumption of domestic leather 
in the past decade; and, second, the business paralysis 
engendered by universal economic depression. . 

“If cattle hide leather products are to withstand 
successfully the competition of substitute materials 


supply. 


be unsound. 


Highlights of Opposition 
to Tariff Increase 


Main grounds of opposition to tariff 
increase on hides, as set forth by D. 
G. Ong, president of the United States 
Leather Company, are as follows: 

Tariff changes upward at the present 
time would be disruptive to an industry 
that needs stabilization, not changes. 

Any method of determining cost cf 
production of cattle hides is unsound. 

Hides brought to the United States 
from abroad are not in competition with 
domestic hides but are supplementary to 
and a necessary part of the national 


A revision based on costs of produc- 
tion, which are indeterminable, would 


peatedly testified by the im- 
porters of cattle hides that a 
certain quantity of foreign 
hides must be employed to 
augment the domestic supply ; 
many of such are indispensable 
for certain purposes. This 
question will be discussed at 
length later and is raised here 
solely to clarify an issue to 
which those speaking for the 
cattle raisers’ interests seem 
oblivious. 

“For a long period prior to 
the Act of 1930, cattle hides 
were admitted free of duty. 
Following the imposition of 
the present tariff, in accord- 
ance with the Act of 1930, the 
leather industry, consuming cattle hides, began to 
adjust itself to this new tariff. There are slight signs 
that the business depression is giving way before the 
constructive forces of industry. At this critical junc- 
ture further to unsettle and perplex an industry of 
such volume would be detrimental to the national 
economic welfare.” 

In support of the contention that hides brought 
into this country from foreign sources are not in 
competition with domestic hides, Mr. Ong says: 

“This Commission is probably aware that foreign 
hides are necessary to the domestic tanner for three 
leading reasons. First, the domestic supply must be 
augmented to fill the total requirements of the do- 
mestic tanner ; second, domestic and foreign hides are 
not comparable in terms of quality and the purposes 
which they fill; third, a certain type of foreign hide 
is absolutely essential to the industrial life of this 
country. 

“In 1930 the total consumption of cattle hides 
[TURN TO PAGE 64, PLEASE] 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, March 28, 1931 





When She Goes Down to Swim 


Pajama Sandals to Be Popular 


for Mother and Daughter 


By MADAME HAMILTON JEFFRIES 


The new pajama sandal this 
season comes into the juvenile mode. All the world 
is pajama conscious today. Mothers, daughters and 
little sisters find that the comfort of pajamas and the 
ease of the pajama surpasses all other costumes for 
summer wear. 

Children’s departments have found that an extra 
pair of sandals in bright red and blue are very easy 
items to sell if the proper promotion is used to attract 
customer attention. 

The improvement in construction of the inner sole, 
the beveling of the edge and the swing of the quarter 
pattern makes this shoe smart for the woman and her 
daughters. 

Women today require relaxation. The business of 
life demands that special house clothing be created. 
And for the summer season with vacations and week 
ends for holidays, these garments will be interpreted 
into clothing suitable for leisure wear. Hence, the 
importance of the low heeled sandal type that has all 
the comfort of the house slipper. 


Seventh of a Series 
of Definite Style 
Suggestions for Footwear 
to Be Worn with Smart 
Summer Costumes; Next 


Week, Juvenile Shoes 
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What THIS is the week of 
all weeks in springtime 
one to get the money. The 


instinct to dress up is 
a pre-Easter urge that 
> comes to its highest 
level this week. By 
and large the country over, stores 
have returned to regular prices and 
regular service. Regular prices may 
be at lower levels than a year ago 
but at any rate the bargain appeal 
is not uppermost. 

This is the week of fashion ap- 
peal. We express the national hope 
that every customer in search of a 
shoe can get precisely what is 
wanted in the color, pattern and fit- 
ting this week. That should be the 
rule because. preparation for this 
selling week has been a task of 
weeks and months. 

We believe that the public will 
find that shoe stores generally are 
more fashion-right than ever before. 
Shoe store stocks are more nearly 
fashion-right this season than any 
previous season. That in_ itself 
might be termed an asset, but is it? 
Shoe stores, generally, have in stock 
too great a proportion of fashion 
shoes; just as it might be said that 
shoe store stocks are too low on 
classic staple good fitters. Shoe 


store stocks have been over- 
fashioned. 
What are the consequences? . 


Thousands of pairs of shoes that 
were bought at sales prices are per- 
fectly good today, with today’s cos- 
tumes. Many a woman and many a 
man who bought shoes in the Jan- 
uary and February sales is out of the 
market in March and early April. The 
reason for it is plain to be seen. The 
shoes were fashion-right in. January 
and February because clearances 
were store-wide and were not 
“seeded.” Proper clearance is the 
selling of off-sizes and off-styles at 
off-prices but in the deluge of clear- 
ance, stores everywhere sold 
fashion-right shoes at lowest prices. 

The next twelve weeks should be 
selling weeks in which shoes sell 
because of their fashion and dress 


value but if customers have shoes 
to go with black coats that are not 
yet discarded for spring and sum- 
mer colors then the urge to buy is 
not a hunger on the part of the cus- 
tomer, even though it expresses 
keenness on the part of the mer- 
chant. 

Too many stores these days are 
empty of customers. These stores 
are reaping the results of selling 
good fashion shoes at profitless 
prices for the past three months. 

Can there be such a thing as stores 
too-fashion-wise? These stores sell 
advance style shoes at bargain 
prices, with the customer knowing 
full well that the shoes are wear- 
able in the height of the fashion sea- 
son. The merchant can get very 
easily tired of a shoe that doesn’t 
readily sell. He can sell too many, 
too early, too cheaply. 





Styles Conference and 
Leather Show 


EFINITE plans are crystallizing for the 
coming Joint Styles Conference under 
the auspices of the Allied Industries of 
Shoes and Leather, to be held at Hotel 
Astor in New York, April 27 and 28. At 
this meeting the footwear styles program 
for autumn and winter will be formulated. 
Monday, the opening day of the confer- 
ence, will, as usual, be devoted to the meet- 
ings of men’s, women’s and children’s style 
committees of the National Shoe Retailers 
Association, when reports from merchants 
throughout the country will be received and 
recommendations for the fall style program 
will be worked out. On Tuesday the offi- 
cial style program will be adopted, following 
an open session at 10 a. m., when the 
speakers will include Miss Margaret Case, 
of Vogue; Mrs. Margaret Hayden Rorke, of 
the Textile Color Card Association; Madame 
Hamilton Jeffries, fashion editor of Boot 
and Shoe Recorder, and others. 

In the fashion presentation under the di- 
rection of Madame Jeffries, fall trends in 
costumes, gloves, handbags, jewelry, hosiery 
and shoes will be co-ordinated, with per- 
centages definitely indicated. 

‘The first official showing of American 
leathers for fall will be held, as usual, on 
the same days as the conference in the 
grand ball room of Hotel Astor. The Tan- 
ners Council will have charge of this event. 





The merchant can also under- 
estimate the fashion intelligence of 
his customers. The American girl 
knows her style and knows how to 
assemble the accessories — particu- 
larly shoes. So we rather see the pic- 
ture of a regular fashion season in 
early April to which the American 
public walks into style at the expense 
of the shoe trade’s February hunger 
for sales. 

But there is no other appeal in 
the next six weeks—and possibly. 
twelve—than style. The trade must 
create a demand through better color 
thinking and better shoe selling. 

The trade will find ways and 
means of selling fashion shoes in 
this period but should safeguard it- 
self against another price and value 
period coming too soon for a trade 
to get its right profit, When the 
public changes its mood from the 
appeal-of-fashion to the appeal-of- 
values, then we will again see price 
sales. If these price sales are re- 
opened in April, why then it looks as 
though trade would just duplicate its 
errors of January and February. 

The American public has never 
received better values and fashions 
in footwear than right now. Can a 
trade make profit with a fashion- 
season of only a few weeks? That’s 
the answer. 

Maybe it’s possible to get a group 
of dealers in each town to evolve 
some policy of clearance repression. 
Stores hunger for customers and 
when the fashion-appeal does not 
produce the volume, then inevitably 
the value-appeal is expressed in com- 
parative prices and clearance. There 
have been stores in New York City, 
even high class stores, which have 
made money in the ratio of one to 
three—one month of “fashion- 
selling” and three of “price-selling.” 
But such policy demands the keen- 
est of merchandising abilities. Why 
not give the fashion-period a fair 
treat? Why not consider the summer 
shoes as regular sales items up to the 
4th of July. Regular summer selling, 
as such, is only May and June promo- 
tion at best. Why not give it a trial 
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—Change. 


ness methods. 


business? 


into profits if you so will. 





ASK ME ANOTHER 


—What is our greatest competitor today? 


—How are we going to meet this competitive element of change? 


—By maintaining a flexible attitude on affairs, by overcoming the 
natural tendency to rely too often on precedent, by the daily study 
and application to your business of all that is best in modern busi- 


—Where can we keep posted on modern methods in the retail shoe 


—By reading the Recorder thoroughly each week. The best minds 
in the industry are giving you practical ideas that you can convert 


, a sy 


President 





of regular prices and _ regular 
selling? 

We should learn the lesson of the 
past three months wherein stores 
generally moved current, salable 
merchandise without real profit. The 
public profited much. It was given 
fashion-right shoes ahead of the sea- 
son. What a pity to duplicate the 
same experience within the next 
twelve weeks. 


Think it over! 


THE shoe in- 
dustry has be- 
come more effi- 
cient through 
the positive ne- 
> cessity of im- 
provement. .We 

find better leather in materials; bet- 
ter shoemaking and factory effi- 
ciencies; better buying and better 
stock selection. But do we find bet- 
bet salesmanship over the fitting 


Better 
Salesmanship 
Needed 


AND 


stool? That’s the point of points in 
today’s problem of merchandising. 

Whose responsibility is it to move 
the shoes—with pleasure to the cus- 
tomer and profit to the store? The 
responsibility is that of the manage- 
ment. 

Shoe store management has fallen 
down in part through not carrying 
to the clerks those points of fashion 
appeal that the buyer has learned in 
the market. 

We have reached the day and date 
when by and large the customer 
who comes into the store is smarter 
than the clerk. The customer knows 
more about the fashion-rightness of 
the goods than does the clerk. 

Selling is the problem today—not 
buying. We would like to see every 
store in the country fall in line with 
our retail salesmanship suggestions. 
Every store should have a staff 
meeting once a week in which the 
buyer explains the purpose and func- 
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tion of the shoes that he has se- 
lected. The clerk should know the 
reason for its being in stock. The 
salesman cannot be expected to know 
by intuition why a.new line of shoes 
clicks with fashion. He should not 
be expected to use the methods of 
trial and error. He should know. 
And the head of the store is respon- 
sible in seeing to it that he does 
know. 


INDUSTRY’S trying 
experiences of the 
past eighteen months 
have not been with- 
out benefit The 
» clouds of depression 
have revealed a sil- 
ver lining in the form of a surpris- 
ingly general acceptance of manage- 
ment’s responsibility for employ- 
ment. Perhaps it is not too much 
to say that this spirit, manifested 
in all branches of industrial en- 
deavor, is now announcing a new era 
in industrial relations. 

During the past year many a plant 
has been kept open when it would 
have paid its owners to have applied 
a padlock. There have been prac- 
tically no instances of labor exploi- 
tation disclosed and a most surpris- 
ing and general endeavor to main- 
tain wage rates. Discharges have 
not been in the ratio of decreased 
volume of business, but materially 
under it. The exact proportions 
cannot be known, but in many indus- 
trial centers the records show em- 
ployment losses less than half, in 
percentage, of volume shrinkage. 

As a result of this attitude of 
management, labor relations, in spite 
of the hardships of short work 
weeks and slim pay envelopes, are 
sounder than they have ever been 
in a like period of stress. Animosity 
surpluses are not being accumulated 
these days because labor knows that 
employers, as a whole, are doing all 
they can to mitigate conditions. 

Our big men of industry are 
thinking and working their way to- 
ward stabilization and the avoidance 
of future depressions. 


Square 
Deal for 
Labor 
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int me touch on the chain 
and the anti-propaganda directed azainst it. The chain 
store question, with its many angles and unlimited 
ramifications of social and commercial problems has, 
no doubt, been the cause of unlimited worry to all of 
us. Whether the chain store system of merchandis- 
ing’, with all its modern methods of scientific economy 
and efficiency, is a serious detriment to the best in- 
tnterests of our country, as many anti-chain propa- 
gandists claim, is questionable. No sensible man will 
deny that its introduction into our business life has 
proven it worthy of great consideration. Because of 
its efficiency and economy, we have been greatly bene- 
fitted in numerous ways. It is true that unfavorable 
reaction, which has followed in its wake, will continue 
to be a problem that every independent will constantly 
have before him. 

President Hoover has stated in one of his. speeches 
that we must not lose sight of the fact that the safety 
of government depends upon the safety of our 
business world. The safety of our business world 
hinges upon our individual business man. He must 
be protected against monopoly and the domination of 
predatory business. 

The door of opportunity must be held open for his 
continued progress. So far the chain has not reached 
the point where its tendency is toward monopoly, and 
I question whether the chain will ever reach such 
gteat heights and expansion that it will become a 
weapon of monopoly. Already many of the large na- 
tional chains have sensed the weakness of large or- 
ganizations and many have begun to decentralize their 
operations, which shows that the theory of chain 
growth is not responsive to huge organizations, as 
many of us fear. 

The sooner then, we make up our minds to accept 
the chain as a legitimate branch in our system of dis- 
tribution and treat the chain just as another retail 
competitor, accepting its innovations and improve- 
ments in scientific store arrangement and manage- 
ment, its excellent system of stock control, and its 
numerous other contributions to modern merchandis- 
ing, ‘utilizing them in the fullest possible manner, the 
quicker will the independent merchant who complains 
about the unfairness of the chain competition, be able 
to meet it and overcome it. 

It is: my’ sincere belief—and this is based upon a 
careful study-of the facts gathered from over 300 of 


By M. M. ZIMMERMAN 


Price versus 


the most important cities in the United States—that 
chain baiting has done more harm to the independent 
than any other method he can pursue. In the first 
place, it has given the chain considerable publicity, 
which, regardless of how unfavorable it may appear 
against the chain, has driven more women consumers 
into the chain store to see if many of the accusations 
they read and hear are true, and to try out the chain to 
see how much they can actually save by trading there. 
There is too much of this unnecessary hysteria, of 
wild and reckless claims, rantings and ravings to stir 
the populace, by selfish-minded politicians—too much 
agitation and unconstitutional legislation that is in- 
tended to, but will not curb chain operations. 

The chain is here to stay and we must accept it— 
using legitimate means to meet this competition, in a 
fair manner. Efforts by state legislatures, or organized 
effort by independent merchants in any field of dis- 
tribution, in my opinion, will prove unavailing in 
eliminating, decreasing or controlling chain stores. 
If we study the history of chain growth, and as I 
have already pointed out, we find it is based on some- 
thing more than mere curious desire on the part of 
the people to patronize the chain. 


Any store to be successful 
and survive competition, whether chain or independ- 
ent, must render service. Chains must have been 
doing so to a degree, or else how can their growth be 
accounted for. Service may be a reflection of price 
or better values, or greater customer accommodation 
—but whatever it is, the fact remains that chains have 
made enormous strides in the field of distribution. 
Laws and politicians, or movements like Henderson’s, 
or of any of the anti-chain organizations, cannot 
change the situation. I believe that the chain store 
has made a place for itself. 

There is no question, however, but that the chain 
shoe stores have had a detrimental influence on the 
independent shoe merchant, primarily because the 
average chain has engaged in the sale of low priced 
merchandise, sold at an extremely close margin of 
profit, and sometimes at cost—in the latter case, de- 
pending upon their discount and turnover for profit. 
The uneconomic feature about this method of oper- 
ating is that a profit is not made on the merchandise. 

The principle that merchandise is bought to be sold 
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Pairs at a Profit « <« « 


@ Mr. Zimmerman’s writings 
on distribution, and particularly 
on chain stores, have attracted 
nation-wide attention. He was 
one of the outstanding speakers 
at the convention of the Mid- 
dle Atlantic Shoe Retailers As- 
sociation in January. 


@ In the accompanying arti- 
cle, which concludes a series of 
three on different phases of re- 
tail shoe distribution, Mr. Zim- 
merman points out a funda- 
mental error of chain store 
shoe selling: 

“The principle that merchandise is 
bought and sold at a profit, and that 
profit on the goods sold is the estab- 
lished rule by which to judge the suc- 
cess of a business, is still recognized 
as fundamental and sound. This prin- 
ciple the shoe chains in large part have 
ignored in their race for volume of 
sales based on what is called in the 
trade ‘low’ price, but which chains 
believe is ‘attractive’ to the people. 
The development of this theory of 
merchandising has brought about a tre- 
mendous acceptance by the public 
(principally women) of lower standards 
of footwear based on an appeal of 
what consumers think are ‘low’ prices.” 


at a profit, and that profit on the goods sold is the 
established rule by which to judge the success of a 
business, is still recognized as fundamental and sound. 
This principle the shoe chains, in large part, have 
ignored in their race for volume of sales based on 
what is called in the trade, “low” price, but which 
chains believe is “attractive” to the people. The de- 
velopment of this theory of merchandising has 
brought about a tremendous acceptance by the public 
(principally women) of lower standards of footwear 
based on an appeal of what consumers think are “low” 
prices. Asa matter of fact, the shoes have been “built 
to a price,” so that the chains may offere them at their 
established retail prices. This type of competition 
(based on wholesale and retail prices) has been de- 
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moralizing both to manufacturer and the independent 
retailer. In the former instance, the chain buyer, 
having a large volume of business to place, uses that 
as a means of pinning the manufacturer’s cost price 
down to the very minimum, oftentimes enabling him 
to secure his merchandise at little or no profit to the 
factory. 

It may be asked why manufacturers submit. It is 
because there are but few other industries so keenly 
competitive as making and selling shoes; because ex- 
isting factories can produce in six or seven months 
the annual normal consumption of shoes by the Amer- 
ican people; thus each factory is engaged in a race to 
obtain the largest possible percentage of the business 

[TURN TO PAGE 66, PLEASE] 





How to Get Customers 


By Joseph R. Lisson 
Carrying the Largest Volume 


Never vary from 
this cardinal rule of adver- 
tising by which a single 
glance at a newspaper adver- 
tisement instantly must tell 
“What” (a shoe); “How 
Much” (price); “Where” 
(it can be bought). 

The facts should be stated 
clearly, boldly and forcibly. 
The formula is simple and 
positive. 
There we have in its brief- 
est form the experience of 
every merchant prince, of every successful enterprise, 
and the teaching of the ages—that success comes 
from following the straight, direct line to the sale. 

Of every plan conceived to sell shoes, of every 
idea created in the hope to compete with neighbor- 
ing dealers, all have been discarded in favor of this 
plain formula—‘‘What”—“How Much” and “Where.” 

Every merchant, small town, large city, individual 
or chain, in planning his newspaper advertising has 
one other great item to consider—the shoe dealer 
must sell his own personality. This is the tremendous 
asset of good-will which must be capitalized and he 
never will be able to sell his good-will properly unless 
he understands the newspaper in which he places his 
advertising. 

The newspaper can be made to pay if the merchan- 
dise is right and if the reputation of the 
dealer always has stood for square deal- 
ing. The newspaper which strives to 
carry only the advertising of the retailers 
who represent honest relations with the 
public is the medium which will pay best 
in the final analysis. 

Consider that a newspaper sells so much 
white space. It is the duty of the news- 
paper, from the business viewpoint, to 
see that its pages carry the proper ad- 
vertising. It is a large order to define 
what makes proper advertising, for this 
is controlled almost entirely by the type 
of dealer who carries honest merchandise, 
full stock, styles that are desired at the 


moment, correct prices and service. These five items 
represent the faith which builds up the background of 
a newspaper advertisement. All these items must 
be right for if one of them has a shortcoming, then 
the entire good-will of the advertisement and the 
dealer has been destroyed. 

It is not at all uncommon for a shoe chain to place 
hurriedly in each of its stores a half case or case 
of shoes so it might form the basis for announcing 
a new style before any of its competitors can get 
into public print. Such thin distribution, even though 
the advertisement left the inference that complete 
stocks of this style are on hand can only lose cus- 
tomers. For a woman walks into the store in answer 
to the advertisement, generally finds her size in the 
new style has already been disposed of, and walks out 
blaming the store for faulty advertising. She is 
absolutely a lost customer and yet the advertiser 
blames the newspaper for not producing enough 
customers at the end of the season. ~ 

On the other hand, a great Fifth Avenue institu- 
tion, noted for its shoe section, recently lowered its 
prices to a level heretofore never touched. At the 
same time it announced that the complete range 
of sizes was to be had so long as the stock lasted. 
The response was “instantaneous and marvelous” (to 
quote the expression of the shoe buyer), because for 
years this store had built its reputation on the fact 
that it always had the right merchandise, the right 
style, the right stock, the right service and price. 

In trying to make a newspaper pay, 
the advertiser must consider the general 
tenor of the advertising which that news- 
paper carries in order to establish the 
greatest amount of confidence and good- 
will in its columns. The merchant to 
match this good-will must also be able to 
match his personality to the newspaper, 
as I have mentioned before. 

In presenting his good-will he can adopt 
a specific form of layout and stick to this 
layout for the run of the season. Such 
a procedure must give the business a 
definite personality ; it identifies it quickly 
in the mind of the reader and before long 
assumes a growing effect in the commu- 
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Into Your Store 


of The Sun, New York 
of Retail Shoe Advertising 


nity. To change this layout almost every week, a_ insist always upon an effective, well planned layout 
common fault, can only bring so much confusion and Generally speaking, the merchant gives too little 
resistance before the attention and thought to the type or selection of news- 
reader learns once more papers. The smaller the town or city the more care- 
who you are. Valuable lessness in preparation is apt to creep in. There is 
time has been lost. still a great hangover from the old days of getting 
Newspapers can be up an advertisement and slapping it into the news- 
made to pay easily if the papers—any old way. Slowly this system is chang- 
merchant will remember [TURN TO PAGE 64, PLEASE] 
to adhere to the formula 
given at the outset of 
this article, and also to 


Statistics of advertising at retail are compiled annually 
by Media Records, Inc. of New York. The totals for 
1930 are as follows: 

280019 lines 

Lewis & Rielly 271292 lines 


The ten top shoe advertisers at retail for the year | O'Connor & Goldberg 210353 lines 
1930 and how they allocated advertising monthly. Gilbert's 205578 lines 
Krupp & Tuffly 197111 lines 

Geuting’s 190275 lines 

Guarantee Shoe Co. ......................... 182387 lines 

Streicher’s 173540 lines 

John Ward 167975 lines 

Thayer McNeil Co. ......................... 137179 lines 


The chart shows the percentage used monthly. 
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When Does a Shoe Fit? 





More Salesmen Submit Their Methods of Determining 
What Shoe Is Right for the Foot 


A shoe should fit snugly underneath 
and over the instep with the ball of the foot coming 
at the wide part of the shoe so that the inner longi- 
tudinal arch, the heel to the ball of the foot, fits over 
the arch of the shoe. The outer longitudinal arch 
must fit over the arch of the shoe as well so that the 
anterior end of the fifth metatarsal joint comes at the 
wide part of the shoe just at the forward end of the 
shank, as shown on the drawing above. There should 
be plenty of coe room and a snug fit around the heel. 

There are many types of feet just the same as there 
are many types of shoes. You must ascertain the 
type of feet of the person you are fitting (after you 
have taken measurements for length and width) and 
if you cannot remember the last number, just look at 
the bottom of the shoes to get one with at least ap- 
proximately the correct angle. 

Shoes must not fit too snugly across the ball of the 
foot so that the heads of the metatarsal bones are 
pinched together. The height of the arch is a most 
important factor. 

The shoe which comfortably fits the contracted arch 
will very probably be painful to the flat arch, and the 
low arch shoe which fits the flat 
foot, will not touch the arch of the 
contracted foot. However, normal 
feet are usually comfortable in 
either high or low arch shoes. 

Examination of the three pedo- 
graphs on this page will show that 
number 1 has a “square type” foot 
with the outside arch unusually 
long. Number 2 has an average 
foot, and number 3 has a compara- 
tively short outside arch. 

These angles in the three ex- 
amples show a wide difference. It 
is, therefore, evident that no single 








Three types of heels encountered in 
shoe fitting. No. 1 has flat foot; No. 
2 normal foot; No. 3 contracted arch. 


outside long arch length will fit all feet with comfort. 

If the shoe top is approximately where the line AA 
is passed through the back curves, it is obvious that 
the shoe that fits No. 3 will never fit No. 1. 


A flexible shank shoe will fit 


a high arch foot better than will a stiff one. But what 
happens when a flat foot is fitted with a flexible shank 
shoe is shown on the following page. The solid lines 
show the proper position. The shaded lines show how 
the weak foot drops down in the arch due to a lack of 
support in the flexible shank shoe. As this happens, 
the back is pulled in and a better fit is secured. See 
shaded heel line. But the whole structure of the foot 
has gone out of shape, with discomfort to the wearer. 
No one type of back will properly fit No. 1, No. 2 
and No. 3. 

Points in shoe fitting that will aid the novice in at- 
taining the artistry needed to be designated a first 
class shoe fitter are revealed in letters to the Rr- 
CORDER, submitted in the recent Shoe Fitting Contest. 
Some of these letters follow: 


* * * 


PAUL O. CAMPBELL, Middles- 
boro, Ky. 

“Abnormal feet must be made 
normal ‘with mechanical appliances 
if a shoe is expected to fit. This 
requires a knowledge of the human 
foot, other than fitting of shoes. I 
know a shoe really fits when it al- 
lows the foot to function in a nor- 
mal way, taking into consideration 
the height of heel, length and 
width.” 
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W. G. BIRGINAL, Lincoln, Neb. 


“It takes experience and practice more than any- 
thing else to tell when a shoe fits. The ability to play 
a musical instrument well requires, above all, prac- 
tice. The greatest musician in the world could not 
tell you how he plays his instrument. It is an art. 
And likewise the ability to fit shoes well is an art. 
Different feet expand all the way from one-fourth to 
two whole sizes when they carry the weight of the 
body. Some feet have a great toe longer than the 
others; on some all the toes are the same length or 
nearly so. Then there are the bunions, callouses and 
other blemishes which are to be found on 80 per cent 
of the human feet today. All these go to making up 
different combinations that must be reckoned with in 
fitting.” 

* * Ox 


C. A. HEILEMAN, Sioux Falls, S. D. 


“At one time a man’s foot was intended to be used 
bare and uncovered, but with the outgrowth of civili- 
zation, it has been found necessary to offer a covering 
for the foot. And covering is just exactly what a 
shoe should be. The shoe should in no wise hinder 
or hamper the foot in its free and natural movement 
as would be found if the foot was bare. The primary 
point then in fitting shoes, is to give the foot the free- 
dom of action that it would have if it were uncov- 
ered.” 

x ok Ox 


BEN LINDGREN, Seattle, Wash. 


“Seams on shoes are another cause of great dis- 
comfort to the customer; always watch to have the 
seams well back of the bunion point, so as not to cause 
pressure on same. Proper fitting of shoes is a mat- 
ter of education to the customer as well as the shoe 
salesman. If shoes are properly fitted, the customers 
should not be any more conscious of the shoes on their 
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feet than they are of the hat on their head. Custom- 
ers, as a rule, do not allow hat salesmen to sell them 
hats that are too tight. Let’s educate the public to 
apply the same principle to their feet.” 


* * x 


HARRY BELLOWS, Montgomery, Ala. 

“If a salesman is thoroughly familiar with the dif- 
ferent lasts carried in stock and has an intelligent 
knowledge of the fundamentals concerning the human 
foot—and knows how to use his measure stick—he 
will KNOW when the shoe really fits. Be thorough- 
ly conversant with your Recorper and see if that does 
not help tremendously.” 


* ok * 


MISS MARY KATHERINE MERCHANT, Pueblo, Col., 
contributes to this interesting discussion with the fol- 
lowing : 

“Men seem to think that women demand their pres- 
ence in the shoe field to fit the dainty feet of our ex- 
acting public, This is, I think, due to the fact that men 
have dominated the shoe game so long they believe it 
was bequeathed to them by St. Crispin himself. 

“Why not tell the world of our women fitters, of 
the women who possess the patience, intelligence, per- 
sonality and ability that is so helpful in fulfilling the 
mission of the shoe game in this modern era. 

“Yes, boys, we women are in the shoe game to re- 
main—to lift it to the pedestal of higher development. 
I, therefore, advise your slogan to be, ‘Women are 
our co-workers, let us work with them for a more 
modern and efficient profession.’ ” 


ok * * 
JOHN F. SKIFFINGTON, Manchester, N. H. 
“There has been much written about style, about 


salesmanship, and about weak and fallen arches. Much 
[TURN TO PAGE 60, PLEASE] 
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The radio.industry now 


ranks as one of the leading 
industries in the country. 
Its capital investment in 
broadcasting stations, fac- 
tories, distribution quarters 
is over $235,000,000. It has 
an annual payroll of 110,000 
people drawing $220,000,000. 
The public’s investment in 
150,000,000 machines has 
been estimated at over a 
billion dollars. 

But as an industry, it is 
not making money, for the 
Federal Radio Commission 
reports : 

(1) Of the 20 stations 
considered, 10 showed aver- 
age losses of $54,000 annually. The remaining 10 
showed average profits of $29,000. 

(2) The average investment in a 5000-watt station 
is $189,000. 

(3) Seventy per cent of the program service over 
these 20 stations is “free.” The remaining 30 per 
cent constitutes “paid programs,” sponsored by ad- 
vertisers, by which means the stations derive their 
incomes. 

(4) The average advertising rate per hour of these 
5000-watt stations is $310, during evening hours. 
The monthly income from advertising averages $21,- 
500 per station. The aggregate monthly income 
averages $23,500. 

(5) The average total monthly operating costs of 
each station is $22,000. Of this amount the monthly 
payroll for talent averages $12,500; average payroll 
for other employees is $6,400. 

Shoes entered the radio field in broadcasting at an 
early date. Almost every large store has had its trial 
of radio but there is no definite record of results. 
Some stores have profited manyfold by definite radio 
sales promotion. Others have lost both money and 
prestige through programs that were crude or forced 
or so poor in comparison with the best. Radio has 
now reached the point where the public will only listen 
to the best so that stations are tuned off that cannot 
compete in talent costs. 

National figures are available as to the broadcasting 


Radio for Shoe Publicity 


Can It Do a Better Job? 




















“The Narrow-Built Shoe Company greets you to- 
night with ‘You’re Driving Me Crazy’.”—Cartoon by 
C. D. Batchelor in New York Evening Post. 
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over the two major systems 
but these expenditures are 
only part of the cost of radio. 
They are comparable with _ 
the purchase of white space 
in national media. There are 
no available records on talent 
charges or the cost of pro- 
ducing a program. In some 
instances the talent charges 
are far in excess of the wire 
charges. 

The January 1931 figures, 
compiled by Denney Publish- 
ing Company, Inc., on shoe 
advertising, are as follows: 


STN os ss ae orcas ores 1,886 
‘Brown Shoe Co. ......... 16,115 
Craddock Terry ......... 8,144 
Hema JOUICK 5. ascces vis 27,724 
PIGGY SHOE ICO: oo. sc cdd does pawna ek oe ceet oe ones 25,085 
pe SN, St a etree Wil renee Bint er wee ae 13,104 
DEGTNY inane SNOGTCO, 5. «os hao o o.90. 0 0d ase Sasewars 5,154 
Pe EL ae epee erent nine ere reer: 1,140 


Under the same classification of shoes, on the two 
networks, the total figures for January are as follows: 


1930 1931 
National Broadcasting ...............0. $32,139 $95,361 
Columbia Broadcasting ................ 33,880 3,026 


$66,019 $98,387 

The following figures were obtained from National 

Advertising Records published by Denney Publishing 

Company, Inc., and represent the totals used by shoe 

advertisers over the National Broadcasting and 
Columbia Broadcasting chains: 








1930 1929 

PUSS MR rae Sie rica slo onc sc ok tke $ 22,632 
UOTE EOE NGO. 5's oie kins 8 Kosei Rees 38,226 $ 41,470 
W..L. Douglas: Shoe Cais... se vse.cs c% 35,546 
Enna Jettick Shoes, Inc................ 254,653 171,451 
bre | A a eer 174,596 
Hamilton Brown Shoe Co............... 91,970 
SORMIRTHNINS COs ti ag con ks 00.8 cs sck exes 
McElroy Sloane Shoe Co 
National Shoe Retailers Association..... 23, 
United States Shoe Company........... 14,566 
yuenes “S; OGWEEN oad ooce osc oes cocees 5,100 
aw Lo a See ee ee 80,243 19,562 
Nee CRI do 'svetn ood os’ Rp omic anes Ws 46,720 

OM 5:5 daw stance R ae a bkewen $834,387 $232,483 


Many independent broadcasts are made with local 
programs and some cover a neighboring territory and 
a group of states. 
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Announcing the new—first—and only 


PEDOMETER-TESTED SHOE 


Backed by the most sensational 
Advertising in Shoe History 


Fitted 
To Keep You Fit 
Pedometer -Tested 
To Prove It 


ERE are the first—and only—shoes 

actually pedometer-tested to prove 
their fit. Backed by one of the most interest- 
ing and sensational advertising ideas of 
shoe history—‘Pedometer-Tested.” 


Scientific pedometer tests are being made in 
every walk of life. Daily records are care- 
fully kept. These real-life tests will be used 
as a basis for the display and merchandis- 
ing, exclusively for Torson dealers. 


Back of this campaign there is a complete, 
well built, smartly designed line of men’s 
shoes to retail, at a profit, for $5 and $6. 
With a background of 38 years experience, 
the Herold Bertsch Shoe Company has 
steadily progressed and served the trade 
since 1892. 


Now these sensational, new “Torson Shoes 
—Pedometer-Tested” open a great new field 
of opportunity for dealers everywhere. 
Many attractive franchises are still available. 
Investigate without delay. 


A “close-up”? of the pedometer. 4.6 miles 
was the official record ‘at the end of the 
test. ; 
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Official check-up at the end of pedometer test in prominent brok- 
erage office. 4.6 miles during just one day’s stock market trans- 
actions. Torson’s were worn every step of the way. 


DEALERS 


Back of the complete, smartly styled line of “Torson Shoes—Pedometer- 
Tested” is a sensational new “Pedometer-Tested” advertising and promotion 
campaign. 

Write for complete information. Give Boot and Shoe Recorder credit. Use 
this coupon. 


Pes esses eB ee see ee eB SS SS SSeS SSS SSS SSS 


MAIL. THIS COUPON TODAY 
HERoLtp BERTSCH SHOE Co, 
Grand Rapids, Mich. 


Please send me full information about “Torson Shoes—Pedometer- 
Tested” advertising and promotion campaign. 


STATE 


(Peeseeee0e8eee ee 82888 
Cae ee 
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PUTTING GRIPS | 


for the Independent Retailer 










































leading 


-GRIPS are 


a 


as aes Read below. whet the derector: of these camp: say about Grips 


j Bos: Here's » test that will give Look at that Grip Sure, with che tamous patented suction 

you the surprise of your life. A cup sole and the super-fit upper. See the Cleeto, with its 
great experiment in footwork. A stunt scientific racing tire tread sole. It is built to fit every curve 
that will open your eyes. and flexure cf the feet. They're speed :hoes, boys! Try them 
Sin temese of Gri at the 7 the local shoe store where Grips are sold. lipo 
iearfoegte } od them. The P08 below brings you the name of the store. 
shoe man will be gd tb you ion of chat store will be your friend for life. Becon Fal Rabber 
Sir Cild Sale wane Shoe Company, Beacon Falls, Connecticu 


Second. Run up the floor of the store 
Stop suddenly. Try it twice, because 
you won't believe it the first time. 

‘This is what will happen. When you 
lace them up and stand on them you'll 
find they Gt you like the skin around 
an orange. Right up under the instep 
all around she foot. They make you 


its stuff. And when you stop, you step 
No skid, a0 loss of balance. 

Think of baserunning, felding liners 
Think of indoor and outdoor track 


things that Grips can make you do bet. 
ter and faster than you ever thought 
you could! 


Is it any wonder that leading boys’ 








camp directors 


















Boys get their cards from Grips Dealers. 
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To bring boys flocking into your store! 
That’s the heart of the Grips Adver- 
tising Plan for 1931. 
liberately planned to keep the hinges 
of your front door busy. 


Every step de- 


Every Grips ad in the big important 
boy magazines does two things. 


1. Convinces boys that Grips have 
just the things a boy wants most 
in shoes. 


2. Gives boys a red hot reason 
for going to the store that sells 


The Grips Fun Book 


The most unusual and interesting novelty 
ever devised to help sell shoes to boys. 
get a copy free, boys must go to your store 
and ask you for a “Gimmee Card,” which 
they mail to Beacon Falls. 
place advance orders for Grips receive a 
supply of “Gimmee Cards.” 

This is what the Grips 1931 plan 


does for the independent re- 
tailer : 


To 


All dealers who 


1. It is easy and simple. Noth- 


ing to handle but the 
Gimmee Cards. 


It brings live boys to your 
store. 





It brings shoe-buying par- 
ents into your store. 


It sells boys on the exclusive 
features of Grips. 


It leads surely to the sale of 
leather shoes, later on. 


It makes loyal friends for 
your store. 


It enables you to get a val- 
uable mailing list. 














7 Reasons 


why Grips build profit for 


the Independent Dealer 


You can put your canvas and rubber footwear depart- 
ment on its toes by adopting the Top Notch plan of 
Protective Distribution. It is worked out to overcome 
the problems of the independent retailer. This is what 
it gives you: 


Security against unfair competition. 
An opportunity for a smaller end-of-season inventory. 
Lower stock requirements with wide range of styles. 


A full up-to-date, big value, nationally advertised line of 
canvas shoes and waterproof footwear. 


The liberal cooperation of a conscientious manufacturer. 
A unique method for getting boys and parents into your store. 


AA real chance for big black figures in your ledger. 


Why not investigate this important step toward real 
independence for the independent dealer? 


BEACON FALLS RUBBER SHOE COMPANY 
Beacon Falls, Connecticut 


208 So. Jefferson St. 
Chicago, Il. 


426 Second Ave., No. 
Minneapolis, Minn. 


106 Duane St. 
New York, N. Y. 


530 Howard St. 
San Francisco, Calif. 


241 Congress St. 
Boston, Mass. 


1714 Washington Ave. 
St. Louis, Mo. 


Stewart-Dawes Shoe Co., Distributors 
214 B. 8th St. 
Los Angeles, Cal. 


TOP NOTCH 


yRIP 
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Big New Features 


New models. New, exciting features in 
the old popular models. Leading the 
line are Grip Sure, with the patented suc- 
tion cup sole, Cleeto, the popular boy 
shoe, and the brand-new novelty, Jack-O- 
Lantern with the sure-fire funny face 
sole. All have the revolutionary Grips 
foot conforming last which provides firm 
support for the arch. Boys call Grips 
Speed Shoes and that is what boys want. 


JACK O'LANTERN 














We Challenge Comparison with Any Other 


PUT YOUR BEST Shoes in the Country at These Prices 
FOOT FORWARD | 4. ot 


3862—Same Baby, 15/8. 

3851—Seasand kid, water- 
snake strap and trims 
to match. 

3852—Same Baby, 15/8. 

3841—Kaffor kid, grey snake 
strap and trim. 


3842—Same Baby, 15/8. 
@ 


1311—Blonde Kid  cross- 
strap, blonde moroc- 
co trimming, 20/8 
high heel. 
1312—Same, 15/8 baby heel. 
1301—Same, Kaffor kid, 
black morocco trim- 
ming, 20/8 high heel. 
1302—Same, 15/8 baby heel. 
1321—Same, blue kid, blue 
morocco underlay, 
20/8 high heel. 
1322—Same, 15/8 baby heel. 





LEVEY BROTHERS SHOE COMPANY 
145 DUANE ST., NEW YORK CITY 











With the acknowledged 


sales leader of 1931 — 
ZAPON UPPERS. 





LARGE SAMPLE 


ZAPON ROOMS FOR SHOE-MEN 


For Slipper Uppers 


This hotel is well liked by the important 
men in the shoe and leather industry. 
Located on Seventh Avenue, corner 51st 
Street, virtually the heart of New York. 


cannot be surpassed in 
popularity or quality. Tex- 
ture, durability, variety of 
patterns and colors—place 1000 LARGE ROOMS 
ZAPON UPPERS in the front 
rank of the best sellers. Each with Private Bath, 
Ice Water, Servidor 


AND RADIO—PLUS FREE GARAGE 
l7arr ZARINE <@> Rates from $3 Daily 


REG, U. S&S, PAT. OFF. 


Exclusively distributed in America by Look fer the Zapen label on every HOTEL 
The Zapon Company. This water- pair of slippers Ate buy. It is your 


= | ~The VICTORIA 
THE ZAPON COMPANY ~ AVENUE AND S5lst STREET, NEW YORK 


A Division of Atlas Powder Company S. J. Mrrcnett, Manager 


STAMFORD - CONNECTICUT 
ee eee 
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AN ACCURATE FINANCIAL RECORD 


of your business—one important key to success 
——— 








The Boot and Shoe Recorder’s 
Financial Record 
is another distinct RECORDER 


merchant service. 


a @ ms 
y v 


ACCOUNTS Payagie 





MONTHLY SALES SUMMARY 


a This book provides for an accurate 


DaiLy 
Lf i= SALES 


— Pew, 


record, with entries made easy cov- 
ering income, outgo, cost, selling 


price, profit, liabilities, assets. 


Each sheet is properly headed and 
ruled to cover each operation and 
each department. 


mn; {8 ACCOUNTS RECEIVABLE 
sepa _--— , a 
vw — 





——. om 


ma | cur | aoe Jus = a —— The Financial Record 
with cloth board loose leaf binder— 


consists of: 


100 Daily Sales Sheets 
(women’s, men’s, children’s 
hosiery, miscellaneous) 
6 Accounts Payable Sheets 
6 Accounts Receivable Sheets 
6 Cash Received Sheets 
6 Cash Disbursements Sheets 
6 Monthly Sales Summary Sheets 
6 Purchase & Merchandise Sheets 


1 Yearly Comparison and Financial 
Statement Sheet 
(all ruled both sides) 


Contains sufficient sheets to cover one year’s requirements of 14%” x 11” 
average size busy shoe store. $1 2.50 
Re-fill sheets carried in-stock. ‘ 


Used in conjunction with our STOCK and DAILY SALES 
RECORD, it gives the busy store accurate records of every 


detail. 
BOOT AND SHOE sorecisas 
Please send me the Financial Record 


which find check enclosed for $12.50. 
this bookkeeping method does not meet 
requirements, we have the privilege of 


turning same, postage prepaid, wi 


postage prepaid 
(Check with order, please). 








&. 
— 





Merchants Service Dept. 
1334 Republic Bldg., State and Adams Sts., Chicago, Il. 
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R\) HE final touch. With materials 

fm | the best its price range per- 

Agucay mits, with the last correctly de- 

signed for graceful lines, perfect 

fit, and maximum comfort...is it not the heel 

that adds the final touch of beauty and 
refinement to any shoe? 


In these times, when it is the responsibility of 
every manufacturer to fortify his dealers with 
every possible merchandising advantage, 


U 


Last Factories in 
PORTSMOUTH, OHIO 
ST. LOUIS, MO. 
BROCKTON, MASS. 
JOHNSON CITY, N.Y. 


Style Studio: 


g08 MARBRIDGE BLDG. 
NEW YORK CITY 


LLAN 


WOOD HEELS AND LASTS 


what better and more positive way to add 
the winning sales touch than by using wood 
heels by VULCAN ? 


Many points of superiority in heel design, 
adaptability, and workmanship originate in 
VULCAN'S well-located plants, where pride 
of accomplishment is the watchword. Wood 
heels are best, and the better wood heels 
are VULCANS. VULCAN CORPORATION, 
14 Second Street, Portsmouth, Ohio, U.S. A. 


Wood Heel Factories in 


PORTSMOUTH, OHIO 
JOHNSON CITY, N.Y. 


EFFINGHAM, ILL. 
Lumber Mills in: 
ANTIGO, WIS. 
CRANDON, WIS. - 


Also designers and manufacturers of Aristocrat Heels, Self-Adjusting Shoe Trees, Klip-Klop Beach Sandals, and Golf Clubs 
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Shoe Store Service Section | 








Devoted to 


DISPLAY, EQUIPMENT AND SUPPLIES 


for the Retail Shoe Store 





Light at the 


Floor Level 


An Important Factor in Effective Shoe Store Illumination 


F or the interior of a shoe sicre 
the lighting requirements differ in some _ respects. 
from those of other lines of business. One major 
point of difference is that the merchandise at time of 
sale is down at the floor level. People examine shoes 
when they are on the feet. Accordingly, the intensity 
of light best suited to showing shoes to advantage 
is required down on the fitting stools and on the 
strip of carpet before the customers’ seats. Above 
that level the light should be restful to the eyes. It 
should not be hard or harsh. There should be no 
glare of direct rays into the eyes of customers. Be- 


tween eye level and floor there should be no “splashes” 
of light, as where two strong beams cross. The dif- 
fusion should be even and the light “soft.” 

Changes from poor to good lighting have been 
known to make a very considerable difference in the 
energy of store folks toward the end of the business 
day. It can be noticed, too, that customers feel more 
at ease. Remove the cause of strain on the eyes and 
you remove a cause of distraction of thought. 

Indirect and semi-indirect lighting have proved 
effective in meeting shoe store requirements, also 
combinations of direct and indirect lighting. 


A striking shoe store interior rendered doubly effective through effective lighting. A Traveler shoe store in Boston. 
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USE GOOD 
DISPLAY 
FIXTURES 


and Be 
Certain of 
Satisfactory 
Sales Results. 


Powhatan de - 

sign shown here 

is a goed dis- 

/ player for foot- 

wear, because 

t is a combl- 

nation wood and metal fixture that uses 

woods (maple and walnut) which are both 

ered finishes to show leathers and shoes 
well. 























Display fixtures are 
useful for effective mer- 
chandising displays if 
they are pleasingly de- 
signed, to produce at- 
tractive and pleasing 
attention to your mer- 
chandise when shown 
from them. Back up 
your displays with fix- 
tures correctly designed 
and be sure of good re- 
sults—write Hugh Lyons 
& Company for fixture 
ideas. Ask for ‘‘Mod- 
ern Display.’’ We have 
many new and pleasing 
ideas and designs to 
suggest and offer. 





Avedon design (2450) Hine in the il- 
lustration above is well styled to 
ereate interest for footwear shown from 
It. Plateaus, pedestals and shoe stands 
lend themselves well to unit grouping 
fer position and elevations of merchan- 
dise when displayed, and an attractive 
and uniform display results from their 
use. 











WRITE FOR “MODERN DISPLAY” 


HUGH LYONS & COMPANY, Lansing, Michigan 


“Sell by Display’—Member National Display Equipment Association 
New York, 485 Fifth Ave. Chicago, 1311 Merch. Mart. Boston, 52 Chauncy St. 


MODERN 
DISPLAY 
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MAKE YOURS 
AN INVITING 
INDIVIDUAL 
SHOP 


The drawing power .of a charming 
atmosphere is greater than that of a 
lower price. Shoppers the world over 
prefer to buy of—and be seen in— 
progressive, smart looking stores. It 
will pay you handsomely to make 
your shop inviting and individual. 


Hundreds of owners and managers 
have given their shops an air of dis- 
tinction—a background of prestige, 
by equipping them with beautiful, 
distinctive, American Seating Com- 
pany fitting chairs. They will impart 
an atmosphere of exclusiveness to 
your shop—bring in more patrons— 
move more shoes from your shelves. 





Our designers and draftsmen will 
suggest free, an arrangement of 
seating that will not only enable 
you to serve more customers with 
greater speed, but also add 
greatly to the decorative effect. 


One of our 

Send for free newest models 

Booklet,""New —Settee 9513 

... distinctly 

Styles in Shop smnit “eee: 

Seating” nomical, com- 
fortable 


» 


American Seating 
Company | 


Makers of Fine Seating for Schools, 
(8) Churches and Public Auditoriums 
WA General Offices: 

14 East Jackson Bivd., Chicago, Ill. 


BRANCHES IN ALL PRINCIPAL CITIES " 
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Gosper, Kelly & O'Shea, Elmira, N. Y 


How you can sect MORE SHOES... 


EVEN IN THESE HIGHLY COMPETITIVE DAYS 


HERE is no need to tell shoe merchants _available for every shoe store—regardless of 


how keen competition is today. You are 
facing it every minute of your business hours. 
It means harder work than ever before to in- 
crease your shoe sales—and in some cases to 
even “hold your own.” 


But here’s a way that thousands of successful 
shoe merchants—selling both high-priced 
and low-priced lines of footwear—have found 


locality or size. It is not a cut-and-dried for- 
mula—but an individual plan based on the con- 
ditions peculiar to your store, your location and 
your clientele. 


It takes into consideration every factor of store 
arrangement and display equipment that can 
effect the success of your establishment. 


In 30 years, the Grand Rapids Store Equip- 


actually to increase business despite keener 
competition than ever before. It’s a surprisingly 
simple, logical plan—proved in thousands of 
shoe stores—both large and small. 


ment Corporation has helped thousands of mer- 
chants in all lines to sales increases ranging as 
high as 75%. If you are interested in putting 
your business on a more profitable, sound basis 


This remarkable business-building: service is _ that will sell more shoes, use the coupon below. 


GRranD Rapips 
Ss Seee EQUIPMENT || =o 


GRAND RAPIDS STORE EQUIPMENT CORPORATION pre 


Executive Offices: Grand Rapids, Michigan. Branch Offices and Representatives in every 
territory. Factories: Grand Rapids; Portland, Oregon; Baltimore; New York City. 


THIS COUPON WILL BRING 
YOU COMPLETE INFORMATION 


GRAND RAPIDS STORE EQUIPMENT CORPORATION 
1501 Madison, S. E., Grand Rapids, Michigan 





YO SE ee Om ee 














STORE PLANNERS, DESIGNERS AND MANUFACTURERS OF FINE STORE EQUIPMENT City 
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This beautiful staircase forms a striking feature of the interior 
of Baber’s, Ltd., a new and artistic footwear establishment in 
the English manner in Madison Avenue, New York 


= step into another store 
and remark, to yourself, that it was gradually run- 
ning to seed? And did the proprietor seem unaware 
of the fact? He possibly was; though he, too, likely 
has noticed that same process at work in other stores. 

How could he miss it in his own, when he’s there 
continually? Well, that’s just the reason—he is 
there continually and the process is so gradual that 
the change, from day to day or week to week, is 
hardly perceptible. Yet it does take place. 

So, every proprietor who is in his store six days 
(or maybe more) each week is consequently in some 
danger of change or decay getting by him where, 
were he to come in just occasionally, he would spot 
them in a moment. 
the store with a magnifying glass. 

Look at the floor coverings. See if they aren’t 
getting threadbare in some places. The nap wears 
off so gradually that you might not notice its dis- 
appearance, though customers would. 

Look at the walls. Is there a chip or crack in the 


plaster somewhere, or some discoloration, or is the 








So it pays, right now, to go over 






Does It Attract Notice, Compel Atten- 
tion, Within and Without? 


Ors It Dull, Drab, Dark and Uninteresting? 


This Is the Time of Year When Homes and 
Gardens Are Being Cleaned, Brightened, Re- 
decorated and Refurnished, Because People 
Feel the Springtime Urge to Brush Up the Old 
and Bring in the New. 


Customers Are Drawn to Stores That Are 
Bright, New and Attractive. They Are Repelled 
by Those That Are Old Fashioned, Duil and 
Disorderly. Snap Up Your Store in Springtime. 


By R. G. PERKINS 


paint getting faded out? Perhaps they need cleaning 
or painting or touching up. 

The shelving—is it getting droopy? Is the varnish 
coming off here and there? Check up on how it 
looks now and how it serves now. Do today’s needs 
call for retouching, repainting or replacements? And 
couldn’t you, by a rearrangement of the fixtures, 
improve the appearance of the store? 

The display cases—are they free from chips and 
scratches? Do they need no touching up? Are they 
outwardly in the spring of their existence? If not, 
do something about it. 

The seating—what of that? Do your chairs look 
inviting? Do they provide for your customers all 
the comfort that chairs can provide? If so, they doa 
big job—for making a customer feel wholly at ease 
is a large part of the consummation of a sale. But 
if the chairs are loose or rattly or threadbare, that’s 
just too bad! 

The window back—is it modern in treatment? 
Remember that there is a definite style influence in 
window backs and this should not be ignored by a 
merchant who features style in his wares. 

The display fixtures and decoratives—are these of 
the right design and in the right condition to make the 
right impression on discriminative window shoppers? 

Your store front—a major item, this! Major in 
importance as well as in cost. The trend of the times 
may suggest some remodeling here. Don’t dismiss the 
thought too abruptly with “Can’t afford it.” The 
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through the Customer's Eyes 


wise merchant who realizes that errors of omission 
can be as costly as errors of commission takes pains 
to ferret out things that he can’t afford not to do. 

The re-equipment column has had too long a va- 
cation! When the passerby chooses, as so many do, 
between your store and others on general appearance 
—do you have the “edge”? If not, get it! You've 
considered too much the cost of doing things. Now 
turn the paper over and reckon the cost of not doing 
them ! 

In the spring all nature buds out in new attire. 
You urge your public to do likewise. Will your own 
store set the example? 

By all means, change something in the windows. 
If it be only a new valance or drape—or a good dec- 
orative unit or set of shoe stands or piece of furni- 
ture—give the window at least something in the way 
of new attire for spring. 

And when folks step inside let them see some 
changes and know that the calendar isn’t running 
away from you. Some of the views shown in con- 
nection with this article may suggest ideas applicable 
to improvement in your store. The leading store 


equipment, seating, fixture and decorative houses can 


help with data on recent improvements made in the 
arrangement and equipping of stores having problems 
similar to your own. 

Most shoe stores could use to advantage increased 


facilities for merchandise display—particularly inte- 
rior display. There are new developments in light- 
ing that might form the basis of worth-while improve- 
ments. 

Then, too, there are improvements that might be 
made in store service. Some stores have won very 
favorable notice by using an X-ray machine to show 
exactly how their shoes fit. Some make friends by 
taking a print of the foot with the weight of the body 
on it, showing the size and width of the shoe re- 
quired, allowing for pronation, and proving the con- 
dition of the arch. Some use a device for easing the 
vamp on snug-fitting pumps and strap slippers to 
eliminate binding at the instep. Some have a neat, tidy 
electric shining outfit and give a shine ticket to shoe 
purchasers. Under the head of re-equipping, give a 
thought to such items as these, that help to put a 
store out ahead of the parade—some of them so in- 
expensive that the cost is hardly a consideration. 

To be and remain a leader, /ook the part and act 
the part, all the time, whether business is booming 
or not. 

Store planning should take into account that floor 
area has more value when used as sales and display 
space than when used for storage, so where more 
main floor space can be made more valuable by ex- 
tending the sales floor, this should be done. Inter- 
changeable shelving is an aid to improvements. 


Plenty of merchandise where customers can see it in this well arranged Ruby shoe department in the Sally Shop, South State Street, Chicago 
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Something Special ... 
to Increase Shoe Sales 


W® have made up a special assortment 
of lasts for treeing display shoes. It’s 
called the Window Trimmer’s Special, 
and includes 12 pairs of toe forms—all 
the lasts needed for the most effective dis- 
play of any model. With it, you can pre- 
sent your display models at their best, and 
so create more sales. 


This assortment is made up in sizes 4 and 
5, but other sizes may be obtained without 
additional cost. Write to-day for one or 
more Window Trimmer’s Specials. Price, 


$4 a dozen pairs. 


Window Trimmer’s Special 


Designed to tree 
This model fits shoes with medium- 
dancing slippers round toes, medi- 
and oxfords. um - long vamps 
“ and military heels. 

SHOPPER 


oe er ae The walking shoe, 
sport oxford and 


more delicate or th td paige 
stylish kid oxfords Lo: i po gp rl 
js 7 we: a properly 

with military heels. 
treed by the Hiker. 


HIKER 


For fancy, high- Made for low- 
grade slippers and heeled oxfords 
oxfords with high worn for tennis. 
heels and pointed mt golf, and_ sports 


| toes. : 
DAINTY GOLFER generally. 


Shoe Form Co., Inc., Auburn, N. Y. 
Licensed Manufacturing Branches: 


United Last Co., Ltd., Montreal, Que. 


Northampton, Paris, Frankfort, Melbourne, 
England France Germany Australia 


IN STOCK! 
At Popular Prices 


Get your share of the Riding 
Boot business with “Colt” Boots. 


We have in stock Men’s, 
Women’s and Children’s boots in 
a most comprehensive line cover- 
ing all price ranges. Now is the 
time to order for Spring and 
Summer trade. 


Write for Complete Catalog B-79 


Colt-Cromwell Co., Inc. 
EST. 1899 
1239 Broadway, N. Y. C. 


Also In Stock at 
424 So. Broadway 
Los Angeles 
Calif. 


B-7018 








THESE ONLI-WA DISPLAYS 


URGE SPRING BUSINESS! 


Let Maple and Walnut Units 
Pep Things Up Now! 


Show your attractive new 

footwear on attractive new 

display Units. Here are two 

of our many smart designs. 

Order | or ” Catalog 
o. 1 











Hosiery, Bag, or 
Shoe Ensemble Unit 
No. 3676—$14.50 


27” high; 20” wide. 
Shelves, 5” x 9”. Scarf Stand 
No. 778—$6.50 


Reg. U. S. Height—24” 
Pat. Off. Height to lower hand—11” 
Height to upper hand—1i6” 


Hose, Glove and 








THE ONLI-WA FIXTURE CO. 
Dept. B.S., St. Paul Ave., Dayton, Ohio 


Display Center: 1440 Broadway, New York, N. Y. 
Chicago Office: 1323 Merchandise Mart. 

Seattle, Wash., Office: 3034 Arcade Bldg. 

Buffalo, N. Y.: 12 Root Bldg. 

Members National Display Equipment Association 
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SHOE AD-VISOR 





A Page of Practical Selling Suggestions 





Coupon Plan 
Gets Results 


We all know that any sort of a 
premium or gift idea which appeals 
to children is a good trade-builder. 
The usual plan is to give a jack 
knife or some such premium with a 
pair of shoes, but recently we heard 
of a plan that seems to be much bet- 
ter. 

The store that uses this plan gives 
coupons, much like the old cigar 
store coupons with which we are all 
familiar, with every 25c. purchase. 
However, these coupons have no 
monetary value, but merely indicate 
a purchase of 25c. has been made in 
the store. 

Originally the store started giving 
a six months’ subscription to a chil- 
dren’s magazine to any boy or girl 
bringing in $10 worth of these pur- 
chase coupons. The idea proved so 
popular that the store has since added 
several other premiums that appeal 
to boys and girls. 

The value of this plan is that it 
is continuous. It keeps the children 
working for the store to accumulate 
enough coupons to get a renewal 
subscription to the magazine, or some 
other premium. It builds trade, and 
it holds trade. Coupons are given 
with the purchase of any kind of 
shoes, men’s, women’s or children’s, 
but are only given on request. 





Your Monthly Mailing 


Have you found that letters to 
your customer list do not seem to 
produce satisfactory returns? Why 
not use something different for a 
few months. Many stores, in va- 
rious lines, have found that a good 
blotter, printed with an advertising 
message, and mailed out to their 
list regularly once a month is ex- 
cellent advertising. You can print 
a special offer for the month on each 
blotter, or advertise new styles—in 
fact you can say anything on a 
blotter you would in a letter. The 
letter will be read and thrown away, 
but the blotter is almost certain to 
be kept and used. 
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“ENTIRE STOCK ON SALE” 


DOING OUR PAR 
SPENDING MONE! re co  TARTHER 
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A FEW OF THE BARGAINS 
High Grede Chitdren’s ad E Ladies’ High Geode $9.98 








‘Shoes and Onforde Novaty Slippers... 
Growing Girls’ Featwear 95 Men's Dress Orlando $3.95 
at the thang tar sched or bree —— brown er Meck 2. wail 
ao. Men's Pobice SAAS 

50, ="... .°44 





Shows ood (Men's Leather Homse $1.95 rr 


























An effective circular designed to produce 
direct returns 





“Dutch Auction” Table 
Keeps Stock Clean 


An Iowa store uses what it calls a 
“Dutch Auction Table” to keep its 
stocks clean and dispose of the odd 
lots and discontinued styles. In re- 
ality this is nothing more than the 
automatic bargain idea, but the name, 
“Dutch Auction Table,” is catchy 
and no doubt contributes greatly to 
the effectiveness of the idea. 

In the center of the store is a large 
table, on which are placed all shoes 
the store wants to dispose of. When 
shoes are placed on this table they 
are marked at their regular selling 
price, but the big sign on the table 
reads 

DUTCH 
AUCTION TABLE 
Every pair reduced 50c. 
per week until sold 

A careful check on the results 
shows that shoes sell from this table 
at less reduction from regular prices 
than the store normally takes in its 
clearance sales. 





An Illinois shoe store uses a novel 
idea in clearing its stocks. It has a 
succession of one-day sales, and fea- 
tures just one thing each day. 





A Good Circular for 
A Shoe Sale 


Here is reproduced a circular used 
by a store in a small Illinois town 
near Chicago for a mid-winter clear- 
ance sale. The name is a good one, 
“ACTION.” And that’s exactly what 
this store got, for they sent one of 
these big 18 x 24 circulars (printed 
on one side, on green paper) into 
every house in town. 

You will note there are no cuts 
used on the circular, and very little 
small type. You get the story at a 
glance, which is a big advantage. 
Note, too, the special offers. The 
first five sales on the opening day 
were to be made at $1 per pair re- 
gardless of what shoes the customer 
selected. 

Then for later customers who 
didn’t get in in time for the $1 
offer there’s a chance to draw from 
a box of envelopes, each of which 
contains from 25c. to $1 in cash. 

Across the store front ran a big 
banner headed “ACTION SALE,” 
and the windows were trimmed in 
true sale style, with big, bold price 
cards. We're told the sale was a real 
success, 


Do You Publish a 
Store Paper ? 


Many stores find that the best kind 
of mail advertising they can do is 
by means of a store paper. If you 
have to rely on a printer this is ex- 
pensive, but the store that has any 
sort of a letter duplicating machine 
can easily get out an inexpensive 
store paper that will be more inter- 
esting to customers than an ordinary 
letter. 

One Minnesota store uses ordinary 
government postcards, and sends its 
miniature paper out every week. Of 
course there is not room for much 
wording on a postal card, and we 
think those stores which use a let- 
terhead size sheet of paper, 814 x 
11 inches have much more interest- 
ing papers. - 
















Conaway-Winter highhiehts 


the “Tailored Mode” 


Shoe Fashion Service 
Conaway Winter 
Studios 


79 Washington St 1] South St. 


BROOKLYN BOSTON 


1421 Olive St. 210 Michigan St. 
ST. LOUrTS VIEW AULKEE 


For the consistent taste of the Smart 
World, the tailored mode is expressed in 
this Conaway-Winter origination favored 
by the distinctive EDWINA BOOTH, fea- 


tured Metro-Goldwyn-Mayer Player. 
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Chicago More 
Optimistic as 
Trade Picks Up 


CuHicaco (UTPS) — Aided by the 
snowstorm that brought temporary 
work to thousands of men, business in 
Chicago last week experienced a gen- 
eral stimulation and business men are 
in a more cheerful frame of mind than 
in some months. An improved condi- 
tion in the local retail shoe market 
was noted by the leading department 
store shoe sections and Loop shops. 

An outstanding sale is the offering 
by the Fair store, one of Chicago’s 
largest department stores, of I. Miller 
& Sons beautiful shoes at the price of 
$3.95. These shoes are short and odd 
lines. S. Katz, head buyer for the Fair 
store, reports a record attendance at 
the sale. 

Marshall Field, in their bargain 
basement, offer some of the newest 
styles and colors in women’s shoes for 
spring and summer at the low price of 
$4.50. They are very good values. 

Wolock & Bauer are featuring reptile 
—watersnake, Java ringed lizard, etc. 
—all in beautiful new salon models 
that reveal exquisite beauty. Their 
window cards read: “Eve triumphs.... 
Reptile fashions have found their 
niche.” 

The Palmer House Peacock Shop of- 
fers some distinctly new and beautiful 
shoes. One, a black kid pump with a 
contrasting trim of gray lizard calf, is 
truly a smart creation. 

The “We Moderns department” of 
Saks-Fifth Avenue store offers some- 
thing very new in an evening slipper. 
It is of diagonal striped satin and the 
dullness and highlight of its fabric 
gives it a vivid, two-toned look. It may 
be had in black, bisque, red or dyeable 
white. Another of their superlative 
examples of the chic is a T-strap, the 
unique feature of which is the scal- 
loped edge at the top of the quarter. 
A narrow contrasting piping adds har- 
mony. 

A notable trend is the continued 
popularity of perforations in shoes of 
all types and styles. These perfora- 
tions are not confined to wemen’s shoes, 
but are also manifested in many of the 
models for men. According to some of 
the leading Chicago buyers, this vogue 
bids fair to hold good for quite some 





time to come. 
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Increase in Trade Volume Seen 


Merchants Encouraged by Tendency Toward More Liberal 
Spending and Expect Further Improvement as 
Season Advances 


NEw YorK—With Easter less than a 
fortnight distant, retail shoe trade 
throughout the country has shown dis- 
tinct signs of improvement and weather 
conditions will doubtless have the most 
important bearing on the volume of 
business in the stores between now and 
the fifth of April. The early date of 
the spring festival is expected to cur- 
tail somewhat the normal volume of 
Easter buying. On the other hand, it 
provides an early stimulus to the cloth- 
ing, apparel and shoe trades that will 
doubtless be followed by an expanding 
volume in the weeks immediately fol- 
lowing. 

While heavy March snow storms and 
blizzards throughout the northern sec- 
tions of the country have restrained 
spring activity in some localities, re- 
ports of BooT AND SHOE RECORDER cor- 
respondents for the most part indicate 
a distinct improvement during the 
month which many merchants believe 
marks the turning point toward better 
business. Part of the improvement can 





Shoe Tariff Hearing 
Postponed 


Washington, D. C.—The hearing 
before the U. S. Tariff Commission 
on boots and shoes, wholly or in 
chief value of leather, not specially 
provided for, scheduled for March 26, 
has been postponed by the commission 
for two months, and May 26 set for the 
hearing. The commission declined to 
announce the reason for the postpone- 
ment. 

The New England shoe industry was 
prepared to appear at the hearing and 
pretect the interest of its members. 
The representatives of the New England 
shoe industry met with the Massachu- 
setts Industrial Commission at the State 
House in Boston, February 10 and after 
discussing the situation as it would 
affect the American boot and shoe 
manufacturers, decided to have represen- 
tatives attend the tariff hearing. 














be regarded as the normal seasonal up- 
swing that is to be expected at this 
time. Aside from this, however, retail- 
ers note a more liberal attitude on the 
part of the buying public, which they 
regard as highly encouraging. 

This upward trend in buying at retail 
is attributed to \.rious factors. Cor- 
respondents in some cities were able to 
trace definite results to the spending 
which followed distribution of soldier 
bonus moneys. Elsewhere it was asso- 
ciated with the more optimistic feeling 
that pervades business in general and 
with the feeling that liquidation has 
run its course. 

Blacks, in kidskin and patent, blues 
and reptile combinations are outstand- 
ing among the styles reported as good 
sellers in women’s shoes from various 
sections, with the sea sand and sun tan 
shades showing a healthy increase and 
prospects for a big season in whites as 
spring advances into summer. In men’s 
shoes, novelty sport patterns of black 
and white and brown and white, two 
tone sport combinations and punched 
effects carrying farther the ventilated 
shoe idea of last year are relied upon 
to contribute a goodly proportion of the 
season’s volume. 


Frank Muller Joins Newton 
Elkin Shoe Company 


PHILADELPHIA. — Frank Muller, na- 
tionally known shoe buyer with an ac- 
knowledged reputation in the styling of 
women’s footwear, has become associ- 
ated with Newton Elkin Shoe Company 
in the capacity of vice-president, to 
have charge of sales and merchandis- 
ing, it was announced here this week. 
Mr. Muller will make his headquarters 
in New York and at the present time 
has an office at 514 Marbridge Building. 

Mr. Muller was until recently buyer 
of women’s shoes for Best & Company, 
Fifth Avenue, New-York. Before that 
he was associated with R. H. White & 
Co., of Boston, and he spent some time 
in the retail business on the Pacific 
Coast. 








Al Holbrook Celebrates 65th 
Birthday 


CLEVELAND—Allen V. Holbrook, pres- 
ident and treasurer of the Cleveland 
Stetson Shoe Shop, 1861-81 East Sixth 
Street, celebrated his sixty-fifth birth- 
day and over 50 years’ connection with 
the shoe business with a big party in 
Hotel Hollenden on March 17. With 
him were several out-of-town shoe men 
including Arthur L. Brown, of the 
Marott Shoe Co., Indianapolis; D. R. 
Mahanna, of the Holbrook Bootery, Co- 
lumbus, Ohio; Ray Johnson and Gus 
Yeck, of the Wagner & March store, 
Akron, Ohio; Harry L. Buck of Day- 
ton, proprietor of the Harry L. Buck 
Shoe Co., and Frank Cahill, represent- 
ing the traveling shoe salesman frater- 
nity. In addition there were many lo- 
cal friends present to help the cele- 
bration. 

Allen V. Holbrook made his first con- 
nection with the shoe business at the 
age of 14. He was a traveling sales- 
man for the old firm of Hosmer Cod- 
ding Co., Boston, for several years, and 
when that company went out of busi- 
ness in 1899 Holbrook became a travel- 
ing factory representative for the Stet- 
son Shoe Co. In 1908 he opened a re- 
tail store near his present location in 
the Hollenden Building in partnership 
with Frank C. Smith, who was for- 
merly with Hanan & Son here. 

Mr. Holbrook continued to travel for 
the Stetson factory, while Smith man- 
aged the store. When Mr. Smith died 
in 1922 the firm of Holbrook & Smith 
was succeeded by the present corpora- 
tion, the Cleveland Stetson Shoe Shop. 
Holbrook resigned as traveling sales- 
man for the Stetson Co. in January, 
1929, after 30 years of service and has 
been active here since. 

Allen B. Holbrook, Jr., his son, and 
W. Manning Smith, son of his former 
partner, are now associated with him. 
Mr. Holbrook’s birthday party included 
many reminiscences of the past and a 
comparison of styles 25 years ago and 
today. The present Cleveland Stetson 
store is four times as large as their 
original store. Holbrook is one of the 
best known shoe men in Ohio. 


Vitality on the Air 


St. Louis — Vitality Shoe Company 
went on the air March 25 with the first 
of a series of programs every Wednes- 
day evening at 10 o’clock, E. S. T., over 
a nation-wide hookup of the Columbia 
Broadcasting System. 

“Vitality Personalities” include Fred- 
die Rich and his orchestra, Billie Burke, 
Belle Baker, Claudette Colbert, Ruth 
Etting, Aileen Stanley, Grace Hayes 
and many others, with Ted Husing an- 
nouncing. 


William J. Fallon on Vacation 
at Pinehurst 


BostoN—William J. Fallon, of the 
W. J. Fallon Leather Company, Bos- 
ton, president of the New England 
Shoe and Leather Association, is en- 
joying a few weeks’ vacation at Pine- 
hurst, N. C., and is staying at the Hotel 
Caroline. Mr. Fallon is an enthusias- 
tic golfer and expects to spend much of 
his time on the links at Pinehurst. 








Chicago Blues! 
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CHIcaGo — The accompanying illus- 
trations show how I. Miller & Sons are 
featuring blue in their Chicago win- 
dows. 

One window contained reproductions 
of three famous paintings, “Blue Boy,” 
by Gainsborough; “Madame Pompa- 
dour,” by Francois Boucher, and “Gar- 
den of Allah,” by Maxfield Parrish. A 
descriptive card below each painting 
called attention to the superabundance 
of blue in these famous canvases. 

Below the Parrish picture were 
seven immense replicas of tubes of 
paint, from the nozzle of each of which 
a different shade of blue paint appar- 
ently flowed. (This effect was accom- 
plished by means of blue crepe paper 
wrapped around a suitable base and in- 
serted in the nozzles as shown.) Nu- 
merous. artist’s palettes, actually 
smeared with various shades of blue 
paint, lined the edge of the window. 
These palettes were slightly raised 
with brushes and acted as a stand for 
different pairs of blue shoes. It is 
notable that most of these shoes were 
of such a dark shade of blue as to ap- 


pear almost black, even at a short dis- 
tance. 

Their other window had a large 
placard announcing “BLUE, the most 
renowned color in history, again re- 
turns to fashion. Through the ages 
music has been best expressed in notes 
of BLUE.” 

In two recesses adjoining this plac- 
ard, sheets of ali the latest and also old 
well-known “blue” music were shown. 
Some of these were: Blue Danube, 
Rhapsody in Blue, Blue Hawaii, Blue 
Again, Blue Moon, Blue Pacific Moon- 
light, etc., ete. 

This window also contained an entire 
display of blue shoes and handbags in 
varying shades. 

Needless to say, the windows at- 
tracted wide attention, and their de- 
scription is offered here to show other 
merchants how simple it is to attrac- 
tively decorate their own windows with 
a display that will gain them much 
publicity besides inducing prospective 
customers to come in and purchase 
their newly patterned shoes. 








Robert Mills Dies 


BostoN—Robert Mills, member of 
the Durand Shoe Co.’s sales staff and 
reputed to be the oldest shoe trade as- 
sociation secretary in point of service 
in the country, died suddenly last week. 

“Bobby,” as he was known in the 
trade, became ill while in a store on 
Summer Street, Boston, where he had 
gone to make a small purchase. He 
died almost instantly. His sudden pass- 
ing was a distinct shock to business 
associates and friends in the shoe dis- 
trict with whom he had been convers- 
ing but a short time before being 
stricken. 

Mr. Mills was one of the most widely 
known shoe travelers calling on trade 
in the South and Middle West and dur- 
ing recent years had handled wholesale 
and volume buying accounts in these 
territories for the Durand Shoe Co. of 
Richmond, Maine. Although 84 years 
old he was exceptionally active and 
participated in practically all affairs 
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conducted by the various trade associa- 
tions with which he was affiliated. 

He was a charter member of the Bos- 
ton Shoe Associates, one of the oldest 
organizations of shoe travelers calling 
on the volume buying trades, and was 
re-elected to the position of secretary 
of that association year after year 
since: its inception about 40 years ago. 


Cyrus Monroe Regal Presi- 
dent; Bliss Chairman 


BostoNn—Cyrus Monroe, who has been 
treasurer of the Regal Shoe Co., was 
elected president at the recent annual 
meeting, succeeding Elmer Bliss, who 
becomes chairman of the board. 

John W. Wallace, formerly assistant 
comptroller, was elected treasurer, 
while E. J. Bliss, Jr., was elected sec- 
ond vice-president. Charles H. Cross 
was reelected first vice-president of the 
company. 
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BUY as you SELL 


And Avoid Frozen Capital in End Sizes 
The Recorder Stock and Daily Sales Record Helps 
You Do Just That! 

Insures Accuracy of Buying Judgment 


Black “If a $5 Gold Piece Falls Thra 
Cleth a Crack in the Floor”’—is the 
Binder— title of our instruction brochure 
red imitation for keeping stock records:— 
leather back 

Supplied with each order for 


and corners, 
geld lettering the Stock Record System. 

















One hour a day keeps your records 
complete— 

Every sale and purchase recorded— 
Visible daily turnover and sales re- 
port—with monthly inventory of each 
stock number— 

Shoes on hand, on order, due, returns, 
transfers in or out from branch 
stores— 


Form /00 MONTHLY INVENTORY stock o FOR GROUP OWNED STORES 


—the Stock Record System used in 
conjunction with the MASTER 
STOCK SHEET and the central office 
CONTROL FORM, also a COMPARI- 
SON FORM for sales of total pairs 
by seasons and years, gives the mer- 
chant-owner complete stock control 


Form 103 


ck .D 
necoROES fenTORY bi 


nacone 1m" - with style and sale trend. These 


three forms are illustrated and are 
supplied 
50 Sheets—$3.00 


10 Sheets—$1.00 
(minimum order) 


Each fits the STOCK RECORD loose 
leaf binder. 


Black Cloth Binder—1142” x 13%” 
—100 Daily Sales and Stock Sheets, 
1 Comparison Form, with 4 Inventory 
Pads (or 2 Inventory Pads, 100 
Sheets, and 2 Buying Order Pads, 50 
Sheets) and 1000 Carton tickets with 


= $9.00 





West of Denver, $9.50 
Canada and Foreign, $10.00 


Lt é Above, not including 
ae CARTON TICKETS, $6.50 
Gast of Eg ee 7 
? 4 pei la and Foreign, $7.50 
(New Revised Fifth Edition) Postage Prepaid—Check with order, please 


Your choice of DeLuxe flexible imitation leather binder 


shown above, or— Shoe Carton Tickets 


Black cloth binder below. Oe. per 100; $1.50 for 500; $2.50 for 1060. 
Clips supplied when quantity ordered is 600 or mere. 
Postage prepaid—check with order, please. 


MERCHANTS SERVICE DEPARTMENT 


Boot and Shoe Recorder 
1334 REPUBLIC BLDG. CHICAGO, ILLINOIS 
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WHERE TO BUY 
Men’s Shoes 


iT wey UTH, MASS. 





SA. 


In Stock Service 


EM.HOYT SHOE CO. 
wsmeste te Manchester, NH. 


15 stvies§ 
RETAIL 















“A MAN’S DECISION” 


Bestem—183 Essex Street 





























[ips PROFITABLE 
| SINESS IS WANTED, 
Caan. A 
; Lh aif ij — J. é 
BION F-REYNOLDS CO™- BROCKTON MASS 
Tus 
SHOE 
FOR MEN 
(P) sc crrczaiocy sam (P) 
BROCKTON 
NETTLETON 
Shoes of Worth 


A. BE. NETTLETON CO. 


BH. W. COOK, President 
N. Y., U. S. A. 
MEN'S FINE SHOES EXCLUSIVELY 











Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 








































A Shoe Sale That Clicked 












ment department. 


They certainly packed them in when the S. J. Brouwer Shoe Co., Milwaukee, held 
their Annual Dollar Day Sale. This sale consisted of odds and ends of women’s, girls’, 
boys’ and children’s shoes, men’s and women’s house slippers. 








It was held in the base- 


This picture shows the crowd waiting on the main {loor to get in the base- 


ment department. 


Another crowd equally large was down there at the time. 


Several 


policemen were lining up the rest of them on the sidewalk in front of the store. 
“It was as near a Sell-out as any Dollar Sale we have ever had and was the means of 
disposing of a great many of ‘lemons’,” observed A. G. Heinmiller, advertising manager. 








Fine Shoe Department in New 
Fifth Avenue Shop 


NEw YorK—Stetson shoes are fea- 
tured in the beautiful footwear depart- 
ment of the new Bancroft Shop, opened 
Friday in the Fred E. French Building, 
Fifth Avenue and Forty-fifth Street. 
This is Stetson’s first venture on Fifth 
Avenue, and in this unique specialty 
shop, where particular attention is 
given to the harmonizing ensemble of 
shoes, hosiery, gloves, jewelry and 
handbags, this company brings a new 
service to the women of New York. 

Stetson’s new zephyr-weight welts 
are offered here, while at adjoining 
counters the modern shopper can ob- 
tain the correct hosiery and gloves to 
match. Across the aisle, handbags of 
harmonizing tone are shown, with 
touches of costume jewelry to complete 
the picture, thus bringing an easy and 
convenient service together on one floor. 

The shoe fitting salon is tastily fitted 
to present a homelike atmosphere, with 
the stock concealed at the rear of the 
store, and a large airy basement hold- 
ing the reserve stock. Several attrac- 
tive show windows display merchandise 
in the main arcade entrance of the 
building. 

George L. Harger, general manager 
of the Stetson Shops, is very optimistic 
over the possibilities of this new idea 
in specialty shops, and with a group of 
Stetson officials attended the opening of 
this new store. Frank W. Tighe, for- 
merly assistant manager of the Stetson 
Shop at 15 West Forty-second Street, 
is in charge of the footwear depart- 
ment. 


Adds Children’s Shoes 


TAUNTON, Mass.—H. J. Collis Ath- 
letic Shoe Co., makers of Goodyear 
welt sporting shoes, has added a line 
of misses’ and children’s welts. Mr. 
Collis was at one time designer for 
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J. J. Lattemann Co. of Brooklyn, and 
was also employed by Garside. He has 
been engaged in shoe manufacturing in 
Taunton for several years. 


When Does a Shoe Fit? 
[CONTINUED FROM PAGE 41] 


has been written about fitting, and if 
this subject were stressed more, weak 
and fallen arches would be very much 
in the minority. . 

“Shoe retailers in general and their 
salesmen are too willing to let a man 
go out of the store time after time with 
improper fitting shoes. What comes of 
this? Finally the man finds he has 
not been treated right in your store 
and you lose a customer. On buying 
the first pair of shoes, if the salesman 
had advised him corrcetly as to the 
proper shoe, he would have had a life- 
long customer; but now he is lost. 
Remember you are not the only one in 
the shoe business. If you don’t or can’t 
give a man expert attention, someone 
else will, and your loss is the other fel- 
low’s gain. 

“The old argument is ‘Give a man 
what he asks for,’ but that’s worn out 
now. It’s much better to give the cus- 
tomer what he needs, and the good 
salesman is the man to do it. What he 
wants he will buy himself; what he 
needs must be sold him. 

“The good salesman should be a shoe- 
fitter. He should be able to tell at a 
glance whether or not the customer’s 
old shoe fits. If the shoe fits, he has 
simply to repeat the size. If not, he 
must be able to tell the customer why 
and then fit him properly. This is 
what makes a friend and a repeat cus- 
tomer for the store. 

“Good shoe fitting is good business. 
It makes friends and holds them. How 
often have you heard the expression, 
‘When my feet are comfortable, I am 
comfortable all over.’ 

“Poor fitting is just too bad.” 
















STYLE IC5 


THESE HEELS 


are 
THE STYLES 


for 


1931 


oer 


STYLE IL6 


ALL THE QUALITY 
REFINEMENTS AND 
UNIFORMITY 


of 
MEARS MADE HEELS 


STYLE ILO 


DELIVERY and ECONOMY lil 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Ot 8 es re 


WHERE TO BUY 


Men’s & Women’s 
Slippers 


Oe 68 oe em ee ee ees 








High Grade Mules 
and D’Orsays 


Catalogue sent on 
request 


Paristyle Footwear Mfg. Co., Inc. 
Factory and Salesroom 
153-159 West 27th St. New York City 


Slippers to Retail $ ] 


or less 








A generous profit for you in Rivoli Slippers. 

The newest styles and materials. Samples 

sent on request. Order them now! 
RIVOLI SLIPPER CO., INC. 

77 St. Francis St., Newark, N. J. 















OPULAR 
ES 


re] 
'e] 


Se ee sty ge 


HORCO SLIPPERS are made better— 
and sell better—than any other slippers 
on the market in the popular price 


class. Catalog on Request 


VINCENT HORWITZ CO., Inc. 
64-76 W. 23rd St. New York City 
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Artistic Display from "Way Out in Idaho 














power. 


snake shoes appeared in the windows of The Mode, Ltd., Boise, Idaho. 
Bell, display manager, worked out a very effective original Near East setting, sug- 
gestive of the source of supply of the snake leather. 

A seated veiled woman gazing into a crystal ball centered the display. 
foreground is a water scene with a large pond lily and an immense frog, while to one 
side in the background one sees the turrets and dome of the mosque. 
give an added tropical setting. Many $12.00 shoes were sold through this distinctive 
display, says shoe buyer Albert H. Pessimier, in speaking of its actual sales pulling 
After all, handsome is as handsome does. 

















A very well balanced and striking Spring trim that was successful in selling water- 


In it, L. J. 


In the 


Palm trees 








Sea Sand and Sun Tan 


Des MoINES, Iowa (UTPS) — Sea 
sand and sun tan shoes are starting to 
move for early spring wear, although 
black kid, as usual, continues to lead in 
volume, in the experience of C. E. 
Price, head of the shoe department at 
Oransky’s department store. Reptile 
trims continue to be popular with the 
buying public in the lighter shoes. 
Browns, dark blue and a sprinkling of 
green complete the color scheme. 


Sees Big Call for Sandals 


AuBuRN, N. Y.—A big season on 

sandals for outdoor and sports wear is 
forecast by the orders being placed for 
Dun Deer sandals, according to Joe 
Carruthers, of Dun Deer Sandals, Inc. 
Mr. Carruther says his factory is en- 
joying an excellent business. 
“Smart women of all ages are in- 
cluding in their year ’round wardrobe 
at least one pair of sandals,” says Mr. 
Carruthers. “Worn with contrasting 
hose in active sport or for delicious 
idling in negligee, the effect is what 
every woman would wish.” 








OUR OWN TALKIES 


A Travelogue, Entitled 
“Trader Torn” 


“Buy some shoes.” : 

“Wait until the Style Show.” 

“Buy some shoes.” 

“Wait until after the inventory.” 

“Buy some shoes.” 

“Wait until after Easter.” 

“Buy some shoes.” 

“Wait until the warm weather comes.’ 
“Buy some shoes.” 

“Wait until the Boston Show.” 
Receiver’s verdict: “Death from slow 
starvation.” 
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Shoe Business on Upgrade 
in Denver 


DENVER, Cot. (UTPS)—Denver busi- 
ness in all leading shoe departments 
this week made a decided gain over last 
week’s sales volume. Shoppers are now 
coming out of their winter cocoons and 
looking to their Easter outfits. 

At the A. T. Lewis Dry Goods Com- 
pany, G. I. Bruner, buyer, reported a 
noticeable increase in sale of blacks 
and blues. Sea-sands and light browns 
are not so good right now but are ex- 
pected to move rapidly around Easter. 
Heel height, according to Mr. Bruner, 
is the big item of change this spring— 
the present demand being for low heels, 
tie oxfords and demi-ties. 

A gain of 25 per cent was realized 
over the previous week at the Denver 
Dry Goods Co., with opera pumps in 
black taking first lead. Black sandals 
of Grecian type are next, while patent 
leathers are also proving ready sellers. 
According to Harrv Teets, manager, 
ties are not so good at The Denver. 
Black kids are decidedly first with heel 
heights about 50-50. 

Clyde Norton, manager at Neustet- 
ters, noted a similar gain in his shoe 
department with high heeled pumps of 
various trims in first demand. There 
snake skins combined with patent trims 
and plain patent pumps with large cir- 
cle cut-outs are strong. Natural linens 
and linens for dying are promising for 
later spring demand. 

The Broadhurst-Young Shoe Com- 
pany, the Peacock Shoe Company, 
Daniels & Fisher Stores Company and 
the May Company are featuring blues 
most successfully, which accounts for 
the gains in their respective depart- 
ments. 

Walking shoes in the Gano-Downs 
shoe department for women are mov- 
ing fast. Black is the leader there with 
blue first in importance in high colors. 
















ieee Smith Smart Shoes for Women 


This alluring, exquisitely made pump for spectator sportswear is 
ready for you. An early showing will prove highly profitable. 





Styles 13 and 14 


(Illustrated) ‘ * carry 16/8 Lea 
Style 13 oe : ther Styline Spike 
White Buck AN Heel, appeal- 


Steel Calf Trim ~ ON . . ingly graceful 


Style 14 
White Buck %, : ‘ 
Russia Calf Trim a a SS ae AAA 5% to 9 
oe aN —_ AE... + Fto? 


Nymph Last ( —— % gilli ae ... 44 to9 
. 3%to? 


, (Style 14 only— 
4 Smaith iia OIt ww 4- a D, 3% to 614) 


Both $6.00 





THE J. P SMITH SHOE COMPANY 
Sangamon and Huron Streets, Chicago 
1051 Marbridge Building, New York 
Smith Smart Shoes for Men and Women + Dr. A. Reed Cushion Shoes for Men 








THE SEASON’S DEMAND! 


GENUINE WATERSNAKE 
IN STOCK 

AA-C 2 Carried In Stock 

No. 423—Genuine Beige Water- ae 

dium toe, 20/8 sp- heel’.$8.00 i, PREPARE 

No. 424—As above, 16/8 sp. 


Ms kcrcudscecens cotter $5.00 = NOW 


No. 422—As above. Regent ‘ 
Opera. 20/8 sp. heel... .$5.00 od FOR YOUR 


Also Genuine Grey Watersnake 


in yr pumps and oxfords. GREATEST 
et BOOT YEAR 


Size up your stocks 

6G ARNUM” e ° to meet the growing | 

V Size Stick demand for popular | 
(Trade Mark Reg. U. 8. Pat. Of.) priced riding boots. 


The Most Popular Measure 











No. 130 


Complete stock 
line shown in our 
new Aristocrat cat- 


Ay : a es alog. Write for it. 


| “RETAIL SHOE STORES USE mnie O'DONNELL SHOE COMPANY 
St. Paul, Minnesota 


F. W. WHITOHER CO. Bosten, Mass.—Ohicage, Il. 511 Sibley Street 
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WHERE TO BUY 


Men’s & Women’s 
Slippers 


i ah i ee ei 





W. 8. CHASE & SONS 
HAVERHILL, MASS. 
FINE SLIPPERS 


Men and BOYS 
HANDTURNED 
$2.00 to $2.85 

Beston Office: 501 Statler Bldg. 


eo 


IN ST 





ferne 
Price, inte be 
$3.36. 








+) L. B. EVANS SON CO., Wakefield, Mass. CS 


he 8 ee et OP 


WHERE TO BUY 
Shoe Forms 


i i i i ein 


Jairu Jorms 


and Hosiery 


for Shoes 
a made of white, 


mo transparent or color: 
we) FAIRYLITE 
Shoe Form Ine.. Auburn, N. Y. 


Fa 5 oe OO eee 


WHERE TO BUY 
Slipper Ornaments 


ome er 





” BOWS cranes: 


Pompons 
of E fi 
pei Aa ng or 


The right merchandise at the right time 
Selid colors in stock—samples on request 


HY-GRADE SLIPPER SUPPLY CO. 





@038 Broadway New York Oity 











Lynn Begins to 
Book Orders on 


Summer Footwear 


LYNN, Mass.—Factories here, hav- 
ing completed the run on shoes for 
Easter and early spring, are turning 
to footwear for late spring and early 
summer, and a number of firms already 
have a fair volume of business booked 
on these. The story goes that mer- 
chants have kept their Easter stocks 
low and so will require additional sup- 
plies for sdles right after Easter. New 
orders call chiefly for blacks, bright 
and dull, for-staples, whites and fabrics 
for novelties. The reappearance of 
that word staples is a cause of more or 
less discussion. 

What price profit is, perhaps, the 
foremost topic, for the sole cutters have 
followed the lead of the heavy leather 
tanners in demanding cash or the 
equivalent thereof, for their goods, and 
shoe manufacturers have a new cir- 
cumstance to face in finances of the 
trade. Besides there is an asking, all 
the way along the line, as to how to 
make a profit, and it appears to be a 
growing opinion that one way to do 
this is to keep supplies down and prices 
up. That’s another way of telling about 
the over-production of shoes that 
causes stores to jettison their cargoes 
and take losses that sometimes fall on 
to the shoulders of manufacturers. 


How to Get Customers 
Into Your Store 
[CONTINUED FROM PAGE 39] 


ing. Here and there we see sparkling 
examples of writing shoe advertise- 
ments that capitalize on the editorial 
flavor of the newspaper carrying the 
message for the dealer. Advertisers 
are beginning to understand that an 
advertisement intended for a definite 
newspaper must be written to appeal 
to its particular type of reader. Such 
advertising pays. It is intelligent. 

Every newspaper has a definite fol- 
lowing of readers, and newspapermen 
know that readers follow up their read- 
ing habits religiously. Newspapers 
build on that rule. They sell their per- 
sonality to a selected group of readers 
just the same as a retailer selects a 
shoe store location and prices his line 
to appeal to various grades and vol- 
umes of trade. A newspaper actually 
can select its own readers the same as 
a retailer can select his own type of 
trade. 

If the retailer knows his stock thor- 
oughly, and then knows his newspaper, 
then another thing for him to consider 
is how to catch the public fancy or mob 
psychology, if you must call it that, or 
creative publicity idea that is good for 
the life of his campaign and will react 
best on the type of circulation he is 
buying. 

Given an understanding of a news- 
paper it is easier for an advertiser to 
prepare copy that will appeal closest 
to the home and ring the bell more 
often. 

But he must stick to the formula of 
what composes a shoe selling advertise- 
ment and he must pick his newspaper 
in which all the parts are directed 
toward catering to the element from 
which he must get his largest volume 
of sales. 
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Against Higher Hide Tariff 
[CONTINUED FROM PAGE 32] 


(wettings) was 15,575,000* hides. while 
total domestic slaughier yielded only 
12,864,000* hides. There was obviously 
a deficit in the domestic supply of 
2,727,000* hides. The bulk of these for- 
eign hides were drawn from South 
America for several important and spe- 
cific reasons. South American hides, 
and notably the frigorifico product, are 
far superior to the various domestic 
grades. This may be attributed to the 
greater skill by which the hides are re- 
moved, the absence of the destructive 
branding practice prevalent in the 
United States, and the absence of the 
parasitic grub which destroys so much 
of the value of the domestic hide. How 
important the branding factor is can be 
judged from the fact that of the total 
packer slaughter of approximately 
8,000,000 in 1930, fully 60 per cent are 
estimated to be heavily branded ani- 
mals. In addition, variations in qual- 
ity due to seasonal takeoff make it 
necessary to import hides in order to 
maintain a reasonable standard of uni- 
formity in the quality of leather. 

“Finally the technical qualities de- 
sired in various types of mechanical 
leathers render it imperative to obtain 
a hide free of all blemishes, heavy and 
plump, a type of hide practically unob- 
tainable in this country. 

“In short, there cannot be obtained 
from domestic sources a sufficient sup- 
ply of hides for the production of the 
quality leathers which our domestic 
market demands and which it is neces- 
sary to produce in order to compete 
with foreign markets. 

“From all the foregoing it is obvious 
that any attempt to consider a revision 
upward of the present tariff on foreign 
hides, based upon costs of production 
shown to be indeterminable, is utterly 
unsound. 

“Such a method is plainly subject to 
factors of error which might bring 
about conditions unjust and unfair to 
all the interests concerned, cattle raiser, 
tanner and the consuming public.” 


*Department of Commerce figures as 
analyzed by the Trade Survey Bureau, 
Tanners’ Council of America. 


New Baker Store Opens 


Kansas City, Mo. (UTPS)—Baker’s 
launched their second shoe store in 
Kansas City with the formal opening 
of a new and.larger shop at 1032 Main 
Street, Saturday. March 7. The new 
shop site was formerly occupied by 
Chandler’s, whose stock was consoli- 
dated with two other Chandler’s stores 
here March 1. 

E. E. Werner, formerly manager of 
Baker’s in Chicago and more recently 
at Nashville, is manager of the new 
Main Street store. Fred Smith, con- 
nected with Baker’s organization at 
Memphis, was brought here as window 
trimmer. Six other salesmen and three 
salesgirls in the hosiery and bag de- 
partment comprise the entire ‘staff, 
which will be added to as the volume of 
business demands, according to Mr. 
Werner. 

Punch morocco is featured in the in- 
troductory style showings and is prov- 
ing a sales leader, Mr. Werner said. 





Black and blue are the dominant colors. 
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DEAUVILLE Sandals is the 
trademark name of superior 
woven leather sandals, manu- 
factured exclusively by the Golo 
Slipper Company. 


TRADE-MARK No other line of footwear is 
authorized to use the name 
“Deauville Sandals.” It is the 
legal property of the Golo Slip- 
per Company, sole makers of the 


Any infringement of original and genuine Deauville 
Sandals. This identifying mark 


the use of this name ' - 

P “Deauville Sandals’ appears on 
Deauville Sandals or 

P the soles of every pair. And 

of the word Deauville only on genuine Deauville San- 
in connection with dals. 
footwear will be 

prosecuted. 











GOLO SLIPPER CO. 


129 Duane St. New York City 








= INS = 
WUE BS actin MARBRIDGE ° 


IN STOCK 
BROWN KID 
RAJAH APPLIQUE 
PATENT LEATHER 
MATT KID APPLIQUE 
BLACK KID 
BLACK SAND APPLIQUE 
ALL WHITE KID 
LEATHER HEEL 








Combination Last AA te E 


“Made in Phila. by Master Craftsmen” 
Cc. S. GIBBON CO., Inc. 
S4 No. 4th St., Phila., Pa. = 








Send for Catalog 





New Edition 
Shoe and Leather Lexicon 


We are ready to take orders for at once delivery 
of the new and revised Shoe and Leather Lexicon. 

This handy book of the trade is in its sixth edi- uae Jem Steals ora 
tion, over 100,000 copies now in use. Price 50 teas: Seibauuine ace ‘mamitnad ‘heey all Seah 


round. 
cents. Desirable office space for approved tenants. 


MARBRIDGE BLDG. CO., INC. 


1328 Broadway New York 





Boot and Shoe Recorder 
239 West 39th Se. New York, N. Y. 
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WHERE TO BUY 
Ballet Slippers 


Sere iil 


BLACK KID BALLET SLIPPERS 


MADE ON RIGHT AND LEFT LASTS 
Wom. Miss. Childs 
Geyle No, 609. .91.85 $1.80 $1.26 
Gale Ne. 609. 1.30 1.16 1.10 
Overt Prices Slightiy Higher 
Brooks Shee Mfg. Co. 
Pntledeil IN 


Kernan om Bituer Mts. sTocK 
Les Angelco—1168 Se. Hil #. 











Ladies’ $1.26 pair 

Misses’ $1.20 pair 

Child’s $1.15 pair 
BLOG SHOE CO., INO. 


147 Duane Street, 
New Yerk City 











Sumi 
Becrragl 


Rights and Lefts 

Two Grades 
on. 

wmM. 
SUMNER 


In Stock SMITH 





825 West Monroe Chicago, Ill. 











BALLET SLIPPERS — IN STOCK 


of the unusual kind 
Bi02 Bik. cid. Hand Turn 


0e 
Child’s 6 to vs r? 
Misses 11% to2— 1.4 
be el 32% to8— 1. rH 
Also Hard Toe 
SCHWARTZ & ape. Ine, 
lalists. in Ballet and —" 
241 No. 11th St., Phitadels Pa. 
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WHERE TO BUY 


Sport Footwear 


PELL OTA 8 A 


GOLF SHOES 
No. C340—All sizes in stock 
“Write, today” for delivery. 


catalog of AT ATHCO Ath- 


6 hs he 


WHERE TO BUY 


Store Fixtures 


le i) 


NEW GOODWIN CATALOG 
HOR STORE FIXTURES 
PORE INSTALLATIONS 





Volume at a Price 


[CONTINUED FROM PAGE 37] 


available. The chain and department 
store buyer, fully cognizant of this 
fact, is therefore, able to “play” one 
manufacturer’s price against another’s 
for the purpose of securing the very 
lowest cost shoes in their respective 
grades. A manufacturer threatened 
with the loss of a considerable percen- 
tage of his season’s business because of 
a price differential, due entirely to com- 
petition, reluctantly shaves his costs to 
retain the business. 

It is this type of buying and selling 
which for a time caused great alarm 
among independent shoe merchants, 
and they were at a loss to know how to 
meet the situation. For years, most of 


| them had been retailing standard 


grades of the best quality at the retail 
prices asked for the merchandise, 
which, in almost all instances, were 
higher prices than the stocks featured 
by chain stores. The independents had 
spent years, and many of them the 
greater part of their business careers, 
in building a quality business, only to 
find the chains attracting away their 
customers by the allurements of price 
and causing them to discard the qual- 
ity shoes they formerly had worn for 
shoes invariably of lower grade. 

In this competitive fight between the 
chain and the independent for suprem- 
acy in the shoe field, it took the manu- 
facturer considerable time to. sense the 
seriousness of the situation, and finally 
a number of them, after they realized 
that their own business was at stake, 
rearranged their manufacturing and 
sales policy and came to the rescue of 
the independent merchant by producing 
a line of shoes that are now success- 
fully meeting chain competition in 
price and quality. They deserve com- 
mendation for performing so outstand- 
ing a production and merchandising 
service. 

This leads me to the next topic—co- 
operation between the manufacturer 
and his retail outlets. But few manu- 
facturers really offer the independent 
merchant cooperation that has a dis- 
tinct value. The average manufactur- 
er’s idea of cooperation is to see how 
he can gain the merchant’s confidence 
so that he can load him with so much 
merchandise that it will keep him busy 
for the whole year worrying how to get 
rid of it without too much loss. Instead 
of developing a type of salesman who 
can come into his customer’s store and 
offer constructive help and advice, the 
manufacturer sends out a high pres- 
sure salesman to load his customer up 
to the eyes. 

This is, in the long run, profitless 
selling and neither helps the merchant 
nor the manufacturer. I say to manu- 
facturers that the sooner you make up 
your minds to study more intimately 
the dealer’s problems and give him real 
help in merchandising, the sooner 
many of your own problems will solve 
themselves. Your duties do not cease 
after you have made your first sale 
with your customer. It is your replace- 
ment sales—your re-orders—that rep- 
resent your profit. Remember, you can- 
not replace the first order until it 
moves out to the consumer. Even your 
national advertising will not accom- 
plish this. You must develop a real 
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service department with a constructive 
attitude and with the right spirit. 

Many manufacturers who offer help 
to merchants seem to feel they are do- 
ing something noble. They do not look 
upon such a department as a business- 
getting agency. You need a closer tie- 
up with your merchant. You must 
study his problems. You must help 
him solve them, because you are better 
fitted by experience and resources. 

I do not mean to say that some of 
you are lacking in performing this ser- 
vice to your merchants. On the con- 
trary, one of the outstanding cases 
of manufacturer-dealer cooperation | 
studied is in your own field. The 
Brown Shoe Company of St. Louis is 
the manufacturer | have in mind—who, 
through its specialized form of coopera- 
tion, enables its customer merchants 
not only to meet, but to beat, chain 

competition. I assume that all present 

here are more or less familiar with the 
Brown plan of retail shoe merchandis- 
ing, but because it is so important and 
so significant in the history of retail- 
ing, I cannot help but discuss it even 
briefly. In comparing it with other 
plans in other retail fields, to my mind 
it is probably the most extensive and 
most profitable plan ever offered by any 
manufacturer to a retail merchant. It 
required years of patient work and the 
expenditure of hundreds of thousands 
of dollars in research and cooperation 
to perfect it to its present high stand- 
ards of cooperation. 

The first requisite the Brown Com- 
pany demands of its merchants is 
that they ally themselves with the com- 
pany on a definite basis of mutual in- 
terest. From the experience gained 
through its years of contact with mer- 
chants, the Brown Shoe Company 
claims that the first requisite is that 
any manufacturer, to successfully exe- 
cute this plan, must first be in position 
to give the retailer the same operating 
advantages that chain headquarters 
give its retail units. Second, he must 
fully understand the merchandising 
problems of the retailers. Third, he 
must maintain specialists in stock con- 
trol, in retail advertising and store 
management. In short, he must pro- 
vide for his concentration outlets spe- 
cialized service and knowledge that no 
retailer has the resources and the time 
to acquire, but which he can apply 
profitably to his business when supplied 
by a reliable source. In addition, the 
manufacturer must have as a founda- 
tion for the plan, a strong and well- 
balanced line—one that enjoys the con- 
fidence of the public. 


The Brown plan is offered to retail- ; 


ers who have a satisfactory financial 
background and who have the expe- 
rience and ability to carry out their 
end of it. Briefly, then, after the dealer 
has been accepted by the Brown Com- 
pany, he receives the following coopera- 
tion: (1) The use of the trade-mark 
name “Brownbilt.” This name is backed 
up by national advertising and identi- 
fied with the public by means of an 
emblem on the windows, and is also 
reproduced in the national advertising. 
(2) A stock control system, which in- 
volves a minimum amount of detail, 
and which keeps a constant check on 
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Look for the 


“—E” 


United Shoe Machinery 
Corporation 


BOSTON, MASSACHUSETTS 
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WHERE TO BUY 


Dancing Shoes and Taps 


—.' 


DANCING OXFORD 


An exceptionally 
well-made hand 
turned Oxford 
suitable for tap, 
and wing 
formal ball- 

room dancing. 
Well arched fiex- 
ible and light- 








SEND FOR NEW 
1931 IN sTOOCK 
CATALOGUR AND 
AGENCY PLAN 








TAP SHOES Attssne” 
IN-STOCK 
No. eee Kid - 


No. 9785—Patent 
Leather 


BROOKS SHOE MFG. CO.’ 
Sts. 








itner 
Philadelphia 





WHERE TO BUY 





IDEAL 


Registered Trade Mark 
With Manolis Spats 


players given with or- 
ders. 


MANOLIS MFG. CO. 
4248 No. Crawford Ave. 
Chicago, Il. 





WHERE TO BUY 


Children’s Footwear 


ee i edie 





Children’s Fine Goodyear Welt Shoes 


Made by 
THE GILBERT SHOE Co. 
THIENSVILLE, WIS. 











DRENS 


OOTWEAR 
IN STOCK 


Free Style Booklet on Request 





his stock. (3) Special shipping service. 
(4) An independent audit and thorough 
analysis of the merchant’s business 
twice a year. (5) A weekly accounting 
and reporting system which gives him 
a true picture of what he is doing. 
(6) Special advertising and merchan- 
dising service, which includes every 
form of “dealer help,” and _ special 
stunts, which place the store on a par 
with the large department store. (7) 
Advance style information. Besides 
this service, financial advice, assistance 
in buying and any other information 
the retailer requires. 

After a customer signs up with the 
plan, the field man is sent out to do 
the next job. His duties are to put 
the plan into execution, and he remains 
with the dealer until he is thoroughly 
conversant with every detail and is 
functioning successfully. The Brown 
field men are the key to the whole sit- 
uation, not only from the standpoint of 
expense and cost of doing this job, but 
also from the standpoint of results. 
These men are specifically trained and 
are sent into the field to take charge 
of approximately thirty-five stores 
each. It is the responsibility of each 
of the Brown plan’s field man to keep 
in constant touch with every member 
in his territory, and be prepared to 
render every possbile assistance. The 
field men are even trained to go so far 
as to advise on store location and dis- 
cuss with the landlord the amount of 
rent that the retailer should pay. All 
new merchandising angles decided upon 
during conventions, are tested out be- 
fore they are offered to the members. 

All “Brownbilt” shoe stores in op- 
eration a year or more have averaged 
a net profit of 8.3 per cent on retail 
sales, after deducting all expenses, in- 
cluding reasonable salary; 22.5 per 
cent on the total investment, including 
stock and fixtures, and 39.4 per cent 
net profit on the net investment, or net 
working capital. In earning this profit, 
members paid the Brown Shoe Co. the 
regular price for the merchandise, and 
it costs the Brown Company but 1.15 
per cent to administer the Brown plan 
department. Besides insuring the man- 
ufacturer a definite volume of business, 
it gives his stylists and merchandise 
men an opportunity to study the pulse 
of the country as a whole, from a style 
and merchandising standpoint, through 
direct contact with a wide-awake class 
of dealers. 

What does the Brown plan prove? It 
proves that the manufacturer who di- 
rects his energy and resources in the 
right channels need not worry about 








Troubles of Shoe Trade 


ROCHESTER, N. Y. (UTPS)—Rooney 
Brothers, Montour Falls shoe retailers, 
went one better than the Rochester shoe 
store which recently lost a front window 
when the wheel of a fire truck came off 
suddenly and spun across the sidewalk. 
A deer wandered into town and crashed 
through the plate glass window of the 
Montour Falls store when it became 
frightened of traffic. 

The aftermath was a venison dinner 
for patients at Shepard Relief Hospital. 
A game protector shot the deer and the 
Rooney Brothers had the: meat dressed 
before offering it as a gift to the 
hospital. 











distribution volume—about his custom- 
ers, whether they can pay their bills, 
and how soon he will receive payment. 
He will not find it necessary to go into 
the retail business, to invest his money 
in leases, store fixtures and excess 
stock and add to his problems of direct- 
ing and maintaining another sales or- 
ganization. There are some 29,000 in- 
dependent retail shoe merchants in the 
country, most of whom, with the aid 
of the manufacturer, can become highly 
successful merchants and an asset to 
their community, as the evidence has 
shown. The manufacturer must more 
than do his share. His own future 
success will depend on how closely he 
works with his independent retail out- 
lets—for the independent merchant will 
continue to furnish him his major vol- 
ume. He should not expect his profit- 
less volume from the chain, and his 
profit from his independent. 


Stetson Store in Empire 
State Building 


New YorK—One of the largest stores 
in the new Empire State Building, tall- 
est business structure in the world, at 
Fifth Avenue and Thirty-fourth Street, 
has been leased to Stetson Shoe Stores, 
according to an announcement by H. 
Hamilton Weber, rental manager of the 
building. 

The store faces on Thirty-fourth 
Street and will be in the heart of one 
of the busiest shopping sections of the 
metropolis. 


Rohde & Poelker Dissolve 
Partnership 


St. Louis—The partnership of John 
H. Rohde and John G. Poelker, doing 
business as Rohde-Poelker Shoe Com- 
pany at 2508 North Fourteenth Street, 
St. Louis, Mo., has been dissolved. John 
G. Poelker has assumed and agreed to 
pay all of the liabilities of said part- 
nership and has taken over all of the 
partnership assets, and will, as an in- 
dividual, continue to conduct the busi- 
ness heretofore conducted by the part- 
nership, at the same address. 


Maurice Wright President 
of Boyd-Welsh 


St. Louris—Maurice Wright, who was 
recently elected vice-president of the 
Boyd-Welsh Shoe Co., manufacturers 
of women’s shoes, has been made presi- 
dent and treasurer, to succeed the late 
John C. Boyd. 

Mr. Wright was vice-president and 
treasurer of Hamilton-Brown Shoe Co., 
St. Louis shoe manufacturers, until a 
year and a half ago. 


Stanley Olshwanger with 
St. Louis Novelty Shoe Co. 


St. Louis—Stanley Olshwanger, with 
the M & O Shoe Company for the past 
ten years, is now devoting his entire 
time exclusively to the St. Louis Nov- 
elty Shoe Co., at 1828 Washington Ave- 
nue, which he now owns outright, and 
which was established about eighteen 
months ago. 

Stanley has just returned from a trip 
East. Al Goldstein is sales manager 





of the company. 
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Shoe Detaj|s |! I MINIiam 


Manufacturer, Retailer and Wearer 
are more conscious today than ever : 
before of details. Each demands ap- senieo 


pearance, quality and uniformity, par- mM ll | : : : 


ticularly in laces. 











Finished appearance, strength and 
beauty are assured in our shoe laces 
and due to our long years of experience 
and control of manufacture through- 
out, those elements are expected by 
our customers, They have never yet 
been disappointed in us. Today the 
manufacturerexpects lowest pricescon- 
sistent with quality. Due to our control 
of manufacture from raw to finished 
product we stand prepared to meet the 
shoemaker’s needs. 


DVERVILLE Mis 











THE JOSCO FABRIC TIP 
—a small, neat tip that will 
enter any eyelet with ease. It 
has no shoulder to catch, 
scratch or tear and is abso- 
lutely waterproof. The JOSCO 
tip cannot pull off for it is part 
of the lace itself which has 
been impregnated with our 
own exclusive solution to give 


RAW COTTON RECIEVED 
OIRECT FROM PLANTATION 


V 
E 
R 
| 
C 
IN 
L 
P 
R 
O 
D 
U 
C 
| 


Tips may be either fabric, met- it the proper rigidity and en- 


al or celluloid. We recom- 
mend the recently perfected 


durance. We guarantee the 
JOSCO FABRIC TIP to out- 
Jast the lace in ordinary use. 


JOSCO FABRIC TIP. 


Shoe Lace Company, Ltd. 


(Successor to Joslin Mfg. Co., Established 1865) 
PROVIDENCE, R. I. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 


i 
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WHERE TO BUY 
Women’s Shoes 


a lh ee 





Ceara Bon 


Internationally recognized as the acme of 
utility shoes. 
A product of 








SHAFT-PIERCE SHOE CO., Faribault, Minn. 
Ultra Smart Sandals 
Best Color - Quality 





Combinations. q Predominates 


Unusual Write 
. i Direct. 
BIARRITZ SANDALS, INC. 
120 West 30th St., New York City 








FOR WOMEN 
THE JOHN EBBERTS SHOE Oo., ING 
IN Buffalo, N. Y. érocx 














WHERE TO BUY 
Sport Oxfords 
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; Promotes Foot Health 
u Week 


Cotumsus, Onto (UTPS)—The Co- 
lumbus Walk Over Shoe Store, operated 
by E. F. Woodward, had a rather pre- 
tentious display and promotion of Foot 
Health Week last year and is planning 
to repeat the promotion, probably in a 
more extensive degree. i 

The window display was exception- 
ally attractive with one. of the Walker 
corrective shoes cut open showing the 
construction and support in the arch. 
In addition it contained booklets show- 
ing the importance of proper fitting of 
shoes for the correction of foot ail- 
ments. 

The Columbus Walk Over store has 
made a connection with a foot special- 
ist who holds clinics in the store fre- 
quently and this fact is tied up in the 
Foot Health display. 








Good Business Is On the Way © 
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pulling can alter or modify that fact. 

“Most people date the business de- 
pression from October, 1929. That is 
because most people did not realize we 
were in a depression until then. But 
take a look at the chart which accom- 
panies this. The line represents busi- 
ness activity. It is made up of freight 
car loadings, automobile production, 
building contracts, steel production 
with reference to capacity, and bank 
clearings. These constitute as good a 
measure of business activity as we can 
make. Employment might be included, 
but there are no dependable figures on 
all kinds of employment. All available 
statistics relate to factory employment 
only, and these are not very reliable. 
there was a break. For four months 

“Now, see what happened. Back in 
November, 1928, the peak was hit and 
the volume of business activity wobbled 
up and down but always sinking a lit- 
tle lower. From the end of March to 
June it sank slowly. From June on it 
began to toboggan. But did we recog- 
nize it? Did we show it on our faces? 
Suppose you had told anyone then that 
we were in a business depression, would 
they have believed it? We had ac- 
tually started down, and our downward 
pace was being rapidly accelerated. 
But we ignored it. We had been up so 
high that the drop which occurred did 
not seem to matter. 

“Some industries began to decline 
even earlier than November, 1928. 
Rubber began its fall in June. Lumber 
had been wobbly for six or eight 
months. Railroad equipment began its 
slump around March, 1929. Non-fer- 
rous metals started their depression 
about March. Iron and steel started to 
weaken about August. A general busi- 
ness depression is really a collection of 
depressions. The whole thing started by 
the appearance of a depression in one 
industry, and then in another,and then 
others joining the group until finally, 
by November, 1929, so many industries 
were affected that there was a general 
movement down. But the depth of our 
decline was not observed until the 
whole movement was dramatized as a 
kind of national spectacle in the stock 
market slump of October. 

“What is happening now? One by 
one, industries which have been going 
through readjustment are getting back 
on their feet. Not all industries are 
yet revived. But the number is in- 
creasing every day. There is a general 
movement up. It began in November, 
just two years after the beginning of 
the decline. 

“Tell anyone that we began to move 
out of our depression six weeks before 
Christmas and he thinks you are a de- 
mented optimist. Yet that is the sim- 
ple fact. Car loadings have increased 
approximately 60,000 a week. Automo- 
bile production has increased approxi- 
mately 45 per cent. Daily building con- 
tracts awarded have increased 90 per 
cent. Steel operations, measured in 
terms of production to capacity, have 
increased more than 20 per cent. The 
resulting general rise would be repre- 
sented by a more abruptly rising line 
were it not held down when modified by 
the factor of bank clearings. 
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“We have been moving up steadily, 
with a slight break after Christmas, 
since early November. But nobody no- 
tices it, because we went down so far 
our present level is not sufficiently 
above our low depression level te be 
widely noticeable. Nevertheless, it is 
enough to have almost wiped out the 
whole loss since December, 1929. 

“The part of the depression which 
came after the market collapse is 
pretty much extinguished. We must 
now make up the portion which ar- 
rived before the market crash. We 
will probably do it quicker if people 
will get out of this persistent, clinging 
depression psychology. We are moving 
up. If we will just look as if we were 
moving up, perhaps we may move 
faster. 

“This movement up may be subject 
to occasional brief interruptions, just 
as the movement down was checked 
at intervals. But these interruptions 
will not alter the general upward trend 
which seems now to be definitely 
launched. 


Wade Bros. Win First Prize 
for Window 


JAMESTOWN, N. Y.—Wade Bros., re- 
tail footwear, 212 North Main Street, 
was awarded first prize in. the footwear 
division for its window display during 
the Spring Fashion Exhibition spon- 
sored by the Retail Merchants’ division 
of the Jamestown Chamber of Com- 
merce, Honorable mention in the foot- 
wear group was given to the Bron- 
strom-Conner Shoe Co., at 19 North 
Main Street. 

Scoring by the judges was based on 
40 per cent sales appeal; 40 per cent 
artistic appeal and 20 per cent eye ap- 
peal. The contest together with the 
fashion revue on mannequins held in 
the Crystal Ballroom of the Hotel 
Jamestown was the most successful 
ever held by Jamestown footwear re- 
tailers. 


Richardson Johnson Dies 


Boston, MAss.—Richardson M., John- 
son, treasurer, Johnson Bros. Shoe 
Company, Hallowell, Me., died Sunday, 
March 22. 

“Rich” Johnson and his brother Will 
built up an excellent business and these 
brothers were very well known and 
highly respected throughout the coun- 
try. It was a great treat for anyone 
to spend an hour with Rich Johnson, 
for his quaint humor and sound phil- 
osophy of life made him a most inter- 
esting companion. 

While the company was liquidated a 
few years ago, many shoe people will 
remember with pride their acquaint- 
ance with this man. For many years 
he stopped at the old Adams House in 
Boston and, though a sick man, he 
was brought to Boston and was the 
last man to check out when the Adams 
House closed. He was seventy-nine 
years old. 
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Re-Arrange, Repair, Re-Equip 


are pretty sound. You go into a men’s 
furnishing store, let us say, to buy a 
pair of suspenders or a belt. As you 
are passing among the tables, some- 
thing strikes you in the eye, riveting 
your attention irresistibly. It is a dis- 
play of neckties—a revel of gorgeous 
designs, with hues like a South Sea 
sunset or a night-club salad. You 
pause. You view. You. finger. You 
note the texture and the sheen. Spon- 
taneously you picture yourself encircled 
by an admiring bevy of starry-eyed 
damsels, like the chap in the advertise- 
ment who has mastered French or har- 
monica-playing in five lessons or has 
got hold of so-and-so’s smart-quip 
scrap-book. The result is, you buy the 
suspenders or belt that you came for— 
AND a couple of the ties—and maybe 
also a pair of heliotrope pajamas that 
have lured your wandering glances to a 
nearby table. “Impulse merchandise” 
again! 


ALL this may seem elementary—but 
you would be amazed at the number 
of store keepers who have been ignoring 
the principle here involved, or giving 
it wholy inadequate attention. How- 
ever, the progressive recognition of 
that principle is introducing drastic 
changes in the arrangement and ap- 
pearance of American retail stores— 
changes that mean bigger profits and 
more satisfactory conditions. 

In the physical arrangement of a 
model store, two cardinal purposes 
guide the wise retailer today. The first 
is the effective stimulation of the cus- 
tomer’s desire of possession, over as 
wide a range of goods as possible. The 
second is the swift and economical 
handling of the orders, with a minimum 
amount of waste motion. 

Let us continue, for a few moments, 
our examination of that first idea. The 
really old-fashioned retailer does little 
or nothing in his store to arouse ac- 
tively any new and spontaneous desires 
for goods. He may pride himself on 
being conservative when in reality he 
is only stodgy and obtuse. He stacks 
up his things in a dull, towering, un- 
appetizing array. He seems bent on 
barricading himself behind bulky 
breastworks and keeping the obstrep- 
erous customer at bay. Wooden, metal, 
and glass obstructions are seemingly 
his pet delight—together with those 
high counters that are separated from 
the shelves only by a narrow, dusky 
gully in which he stands entrenched or 
squirms along as he guardedly peers 
forth. “Mustn’t touch!” appears to be 
his motto with respect to his few mod- 
ern novelties as well as his staple lines. 
There is certainly nothing inviting in 
such a store-arrangement or merchan- 
dising mood as that. 

The truly modern idea in retail-store 
arrangement is diametrically opposite. 
The accepted principle now is to get 
the customers and the goods to mix. 
The dominant thought is: Get the cus- 
tomers to “circulating.” Throw the en- 
tire floor of the establishment open to 
the public. Away with things that ob- 
struct the movement between the clerks 
and goods! Encourage self-service on 
the part of the customer—thus increas- 
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ing sales and also reducing expense 
through the saving of part of the cler- 
ical effort. Above all things, pull down 
those lofty precipices of shelving and 
make every bit of merchandise accessi- 
ble to both sight and touch. Arrange 
islands of display tables in the center 
of the floor, thus making inspection and 
handling of merchandise as easy and 
convenient as possible for the cus- 
tomer. 

Never compel a patron to stand and 
point. Surround him with merchan- 
dise on his own level. Place everything 
in the store at moderate heights—and, 
above the level of the goods, let the 
walls show clean, cheerful surfaces. 
“Let there be light!” is still good ad- 
vice for shop ‘keepers today, as it was 
at the very beginning of things some 
thousands of years ago—glowing yet 
mellow light to put the customer in a 
responsive mood and to aid him in his 
examination of the goods. Use a bright 
decorative treatment, with vivid yet 
tasteful colors in the displays. The 
“naskage age” which now prevails—in 
contrast to the old-fashioned handling 
of goods in bulk—lends itself admira- 
bly to the new spirit in decorative, col- 
orful store-arrangement. 

The fundamental principle of all this 
is: Let the customer acquaint himself 
freely with the goods, in an intimate 
and thoroughly agreeable environment. 

I am well aware, of course, that these 
principles do not apply to every kind of 
retail goods. You could not encourage 
all customers to get chummy with plat- 
inum pendants or pearl necklaces or 
Rembrandt etchings or Venetian glass. 
Here the cases and the care and the 
dignified restraint have an absolutely 
proper place. But in groceries, hard- 
ware, paints, haberdashery, and many 
drug-store articles, recent experience 
has amply proved that retail profits 
may be materially enhanced by store- 
arrangement such as I have just been 
briefly indicating. Through it there 
comes on immense increase in the 
probability of selling “impulse mer- 
chandise.” 


"T HERE is a general agreement on 
the idea that such merchandise 
should be grouped by itself—segregated 
from the fast-moving, constantly-de- 
manded staple goods so far as such a 
separate classification proves prac- 
ticable. 

And here we come upon the second 
vital point of store arrangement that 
I mentioned—namely, the necessity of 
rapid and relatively inexpensive han- 
dling of the goods purchased. That is 
an element in cost of operation and 
personnel-management that needs to be 
scrupulously watched and effectively 
worked out. Sensible store-arrange- 
ment: can help mightily to solve the 
problem. 

If logical arrangement is lacking, if 
staple goods are heedlessly, inextrica- 
bly mixed up with the less common 
“impulse merchandise,” if the clerks 
are kept dashly madly hither and yon 
to satisfy the shifting demands, we see 
nothing but a senseless increase of con- 
fusion, costs, and corns (on the feet of 
the harassed store staff). 
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That is an unfortunate condition 
which, in the majority of cases, can be 
rather readily combated. In the model 
grocery stores that have been set up, 
the rapid-moving stock which does not 
need special display has been placed in 
the rear of the store within easy reach 
of. the wrapping-table and cash-regis- 
ter. Thus you save clerks’ steps in 
order-assembly and service to custom- 
ers. 
I wish that I had more time to speak 
in detail about the stock-room, the han- 
dling of orders for delivery, the store- 
entrance, the importance of attractive 
window dressing, the demonstrated dol- 
lar-and-cents value of artistic lighting, 
the provision of better ventilation and 
sanitation in the retail store, and sim- 
ilarly vital aspects of this whole mat- 
ter. 


DO want to mention, tersely, some of 

the practical results from the set- 
ting up of the model grocery stores ina 
number of cities. In Louisville many 
stores have been remodeled as a result, 
and the increase in sales in some cases 
has reached as high as 35 per cent. In 
one store the simple installation of a 
new vegetable rack increased sales 10 
cent in that department alone—and re- 
duced spoilage, besides. In one smaller 
city near by, every single grocery store 
has been remodeled. In Jacksonville, 
within a period of 60 days, the model 
store was visited by more than 50,000 
people—and more than 100 Jackson- 
ville merchants began plans to remodel 
their stores in accordance with the new 
principles. The fame of that store 
spread even to England, with articles 
and illustrations in the British trade 
press. For the group meetings at the 
model store in Des Moines, there was 
one person who registered from Jo- 
hannesburg, South Africa. 


Lease Larger Store 


WAsHINGTON, D. C.—Stacks’ Ground 
Gripper Shoe Shop, for the past five 
years located at 1315 E Street, N. W., 
has leased a more spacious store at 525 
11th Street, in the immediate vicinity 
of 11th and F Street, N. W. This is the 
heart of the Washington shopping dis- 
trict and but a few doors from two of 
Washington’s largest high grade de- 
partment stores. 

Radio and newspaper announcements 
were used in inviting the public to visit 
the Ground Gripper Shop in their new 
location. Phillip J. Stacks, proprietor, 
is very enthusiastic over his new loca- 
tion and has added several new addi- 
tions, including new fixtures, a mod- 
ernistic window trim and a new neon 
electric sign. 


Opens Wholesale House 


Los ANGELES, CAL.—Harry Shapiro, 
one of the best known shoe jobbers and 


merchandisers in Los Angeles, ‘an- 
nounces the opening of his new whole- 
sale shoe house at 901 South Los An- 
geles Street, Los Angeles, Cal. Mr. 
Shapiro is well known on the Pacific 
Coast. He has just returned from the 
eastern markets with new offerings. 















CARDS THAT PEP UP} ' 





Ted Orr, of the Potter Shoe Co., Cincinnati, said recently: 
“Signs in the window are even more important than space in 
the newspapers, for there is the. public looking at the actual 
merchandise, with no one to tell them a thing unless there are 
cards to tell the story.” 





Two comments from our card service members: 
“We are absolutely sold on ‘Recorder Selling Messages’ as 
the livest show card service to be had today for the money.” 


“First of all we want to compliment you on our cards. They are 
an asset to the looks of any window and the wording is up to 
date and effective.” 





The shoes you buy . . . and don’t sell . . . are the real expensive 
shoes. Chain stores have well planned trims with attractive 
display cards and tickets. 


Your windows are the best of all so-called consumer advertising, 
if your cards are there to say for you what you would like to say 
in person to the window-shopper about your store service. 


Each month’s set of cards is colorful, artistic, with die-cut top, 
with hand-lettered selling messages, making it comparatively a 
simple matter to make the window trim fairly alive with your 
hearty invitation to come inside. 


Recorder Show Cards double the value of your window dis- 


plays! 
Complete Service Sent on Request for Inspection and Trial. 


oO For MARCH 





~With the 
yi PARADE 


Be in front 
“in a pair oF 
these charming 
slippers 
*Note the dainty 
new trim 





dark blue. 





White board, bright green 
and purple design, text in 


7 x 12 card 
MARCH CARDS 
Complete Texts 
sent on request: 
4 cards—Women’s Shoes 
2 cards—Men’s Shoes 
1 card—Children’s Shoes 
1 card—Hosiery 
5 cards—On Store Service, 
Fitting, Quality, etc. 
e cards—60c 


& Without text—35c each 


each 

















Attractive, 
Colorful 
Hand-Lettered 
Price Tickets 


In all denomina- 
tion 


D—Modernistic 3-Way, 
pA tone, Purple 
with gold edge, or 

red with black edge, 


12 dozen, $2.50 


All other price tickets 
illustrated are in two 
or more colors, except 
“H,”’ which is plain 
buff. 

6 dozen, $0.85 

12 dozen, $1.50 


J—Adjustable | sed for 
price ticket 
% gross $2.75 
1 gross $5.00 
K—Shoe Carton Tickets. 


$50 per 500. 
50 per 1000 


MANY OTHER 
ST Pe a 


ALSO: Profit Charts, 
Daily Stock Record, and 
Financial Record Sys- 
tems. 

Ask for Samples 


Check yi prnter 
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YOUR WINDOWs! 


Annual Display Card 
Service includes: 


“Store Window Bulletin,” supplies 
merchandising and display sugges- 
tions each month. 


Special Cards, with wording as if ‘ THE 
wanted. ‘ WILL TO 


Exchange of Cards: Annual card ser- oe PLEASE 
vice subscribers may exchange any § = PEMANDS. ~GOOD 
cards received for others of the cur- 1 aa ache: 
rent month whose texts better cover a AND W 


: WE 
their merchandising program. i} Wi TO PlEAvE! 


Price Tickets: Blank tickets match- Sie ; ice of qublicy 
ing the current month’s cards, sup- — punnnie ase 
plied free; neat tickets with prices as 

wanted, but which do not match the 

show cards, also supplied annual 

card subscribers free; tickets with 


prices ‘as wanted which match the YOUR CHOICE OF HOLDERS 
cards are 50c per 100 additional. Gold and Black frame and Oval base—burnished gold— 


base—3 color festoon 3 color trim 








Exclusive Franchise is given with an- 
nual card service to one merchant in 
an average size town, suburb or city Either holder harmonizes with the finest of window display fix- 


shopping center. tures. 


COUPON 


BOOT AND SHOE RECORDER, 
Republic Bldg., Chicago, Il. 


Please enter our order for the Recorder “Selling 

Messages” card service No. for one year, 

consisting of cards, each month and 

art card holders, with the first month’s service, be- 

ginning with cards for March for which we will pay 
per year, payable $ per month. For 

cash in advance full year’s service, 5% discount. 


Select the 
Service You Wish— 
Then Mail Coupon 


12 hand designed cards each month, each 
Service with different sales messages, die-cut tops, 
colorful; artistic, size 9 by 12 inches; with 
No. 1 ‘100 blank price tickets to harmonize with 


$5.00 service cards each month (or with prices im- 

printed, selection of prices as wanted, 50c. 

Monthly per month additional). Also 6 card holders 
with first month’s service. 


(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s card 
service delivered and agree to return card holders.) 
We sell Men’s, Women’s, Children’s shoes and hosiery. 


(Cross out lines not carried.) 


Printed Price Tickets:— 
$ 3 


Service Service 
8 cards No. 3 6 cards 
100 blank price tickets $3.00 50 blank price tickets 
4 card holders Monthly 2 card holders 


Merchants Service Dept. 


BOOT AND SHOE RECORDER 
Republic Bldg., Chicago, Il. 
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THIS MAY BE 
YOUR OPPORTUNITY 











SALESMEN WANTED 








( siDE-Line paisouan WANTED for the 
from Den the Coast, to carry 


a 

. "Sot a Hard Toe, oat: 

Ballets, Tap Shoes and Grecian San- 

dals. An old reliable 1 stock department. 

Strictly commission proposition. In answering 
state experience and furnish “references. 


Address C-394, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 








SIDE LINE SALESMAN 


wanted with following, to sell complete line 
of popular priced felt, leather and fabric 
slippers, for old established manufacturer. 
Good established territories open, including 
the entire Coast and Canada. Revising ter- 
ritories now, excellent opportunity for right 
man. Write exact territory you cover, refer- 
ence and exverience. 

Address C-404, care Boot & Shoe 
Recorder, 239 West 39th Street, 
New York, N. Y. 











SHOE Se wanted by old established 
manufacturer to a remarkable new line 
of chad ole Mules “and ‘D'Orsays,reuling 
from $2.00 up. Territories now being 
igen men preferred. Side line commis- 
sion proposition. Give full parti Ad- 
dress C314, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





SIDE LINE Salesmen Wanted, who call on 

men’s shoe trade, to sell WARNER SPATS. 
Good territory open in Middle West, West 
and South. Liberal Commissions. The W. W. 
Warner Mfg. Co., 317 Sycamore St., Cincin- 
nati, Ohio, 





WANTED—An experienced salesman calling 

on retail shoe trade to carry as a side line 
an item to be given by dealers as premium to 
children. Give references and territory covered. 
EAGLE MANUFACTURING CO., Wells- 
burg, W. Va. 





SALESMAN calling upon the shoe trade to 

carry a side line of popular priced silk full 
fashioned hosiery. Give references and terri- 
tory covered. Henry Brown & Sons Co., 
Ontario and I Sts., "Philadelphia, 


SALESMEN WANTED 


SHOE DEPARTMENT WANTED 





SALESMAN—Ccm.—for Pennsylvania, Dela- 
ware and Maryland. General line of foot- 
wear, or can be carried as side line. Jantzen 
Shoe Co., No. 27 N 2nd St., Phila, Pa. 





IDE LINE SALESMEN wanted for Texas, 

Louisiana, Mississippi, Georgia, North and 
South Carolina, Wisconsin, Arizona and New 
Mexico, and other desirable territories. Our 
fast patterned line of Ladies’ In-Stock Novelty 
Shoes retailing at $3.00 is well established in 
these territories. If interested in a line that 
produces volume, write, giving references. 
Adress Stylo Shoe Company, 1330 Washing- 
ton Ave., St. Louis, Mo. 





ALESMEN WANTED for Texas, Missis- 

sippi, North and South Carolina, Ohio and 
other desirable territories. Our Shu-Stiles In- 
Stock Line of Compo constructed and high 
styled pattern shoes retailing at $5.00 and 
Special Shoe Co.’s fast line of McKay’s re- 
tailing at $4.00 sell fast and make possible a 
big income for a real live wire salesman. 
When applying state experience and age. 
Address, Shu-Stiles, Inc., 1330 Washington 
Ave., St. Louis, Mo. 





SALESMEN WANTED for Long Island and 
Connecticut to carry full line of children’s 
shoes, commission basis. No objection to non- 
conflicting lines. Address C-408, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N.Y. 





POSITION WANTED 


MANAGER AND BUYER—Now buyer for 
department doing $50,000 volume. Best 
of references. Present contract expires June 
1. Chas. Callier, 221 Stillwater Ave., Dayton, 
Ohio. 








S TORE MANAGER AND BUYER—Married 
—Age 30—Vast knowledge merchandising 
—buying and handling of help to produce 
results. 14 years’ experience—Window trim- 
mer — orthopedic specialist, finest references. 
Address, O. KATZ, 4007 N. Meade Ave., 
Chicago, Ill 


PARTNER WANTED 








PARTNER, with $15,000, with a drawing 
account of $100 per week, to join a — 
ent kind of shoe store in Boston, 

counts all bills, highest credit and rating, rea. 

son for partner, expanding business. ng re 
C-390, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





Wanted Department in 
High Grade Store Doing 
$200,000 Women’s Shoe 


Business. Rental Basis 


Address C-383, care BOOT & 
SHOE RECORDER, 239 West 
39th Street, New York, N. Y¥. 














FOR SALE 





& SALE OR RENT —Former Century 

hoe Co. plant, fully equipped, outside roy- 

Pa machines. Some working capital available 

for right party. Address C. C. Greiner, 
Macungie, Pa 





FOR SALE—Complete shoe store fixtures, 
American Walnut Shelving. Grand Rapids 
Leather upholstered seats. Safe, also 5 Faber 
trunks. Globe-Wernicke desk, cases and other 
office equipment. Room 804, 30 N. Michigan 
Blvd., Chicago. 





FOR SALE—Shoe store, located Eastern 
Ohio city of 35,000. Annual pay rolls, 
forty million dollars. Modern front and store 
room. Good lease. Fine location. Doing a 
good business and have a clean stock. Annual 
sales, average past three years, fifty thousand. 
Illness in family, only reason for selling. 
Worth your fullest investigation. Address C- 
405, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y 





LINE WANTED 





XPERIENCED SALESMAN, twenty years’ 
standing established trade, wants popular 
priced ladies’ novelties also men’s shoes, entire 
— Post Office Box 1069, Jacksonville. 
a. 





INE WANTED—Are you looking for a 

shoe salesman of twenty-five years’ exper- 
ience, selling jobbers, mail order houses, and 
chain stores—also a sales manager? Have 
covered the entire United States and a part 
of Canada. I have a large active acquaintance. 
Can give A-1 references. Address C-406, care 
Boot & Shoe Recorder, 209 So. State Street, 
Chicago, “Tilinois. 





charge 75 cents. 
word of the address should be 


CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted” advertisement 4 t d for all undispla 

iw For all ee ‘ Pec sa ow 8 ade - 8 per wor undisplayed advertisements. 
91.25. When a box number is desired twelve words should be added for the address. 


The rate for all gy elasaified advertisements is $5.00 an inch with a maximum of 45 words. 


the rate is 7 cents per word. 


Minimum 
In all other cases each 


Classified anes P ngone in advance, 
8 Advertisements for this page must be in our New York office on Friday of the week preceding publication. “08 
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FOR RENT MERCHANTS’ NEEDS WANTED TO PURCHASE 


OR RENT. Shoe store with all fixtures, 
F best location in the best town in the United = will pay oe. best pases for 
States. We need another shoe store. Apply JpISPLAY P APERS — = -- _— 
Me Geaeiieiemmiineans stores. Leases assumed. 


to H. Allen Wagener, Penn Yan, N. Y. 

















The finest line ever pre- All matters strictly confidential. 
OR RENT—Shoe store in industrial town of 


oo twelve Siomsene. ore. jhemee’ = sented to the shoe trade for 101 I. — “+ - 
estern Pennsylvania. Diversi industries. “ Reade 
Cheap rent. Address C-407, care Boot & Shoe display purposes. PRE- pa 9 ll = 


le 239 West 39th Street, New York, PARE FOR SPRING 
AND EASTER. 


Write for samples and prices now - an 


TO LEASE Display Creations HIGHEST CASH PRICES 


GHOE DEPT. TO LEASE, Large ready-to 1439 Broadway PAID 

wear store, long established in Southern for shoe stocks, slow sellers, ete. Short time 
Tier, doing quarter million annually, wishes to Detroit, Mich. losses taken over. am confidential. 
lease established downstairs shoe department 1890 

doing $20,000 on $2.95 to $4.95 ladies shoes. MAX ‘cLameena 

Address C-403, care Boot & Shoe Recorder, 350 Canal St., New York City 
239 West 39th Street, New York, N. Y. Phone: Walker 8818 



































MERCHANTS’ NEEDS 








If you contemplate selling your 
entire or surplus stock com- 
municate with us. Prompt at- 
Pat. No. 1712420 tention given. 


DISPLAY Fl ol lai KIRSCH-BLACHER CO., INC. 


SEGALL SONS) 


933 ARCH ST. We are open to 
PHILADELPHIA, PA. BUY FOR CASH 


retail stocks of SHOES—GENERAL MER- 
i} assumed 


ARE BUSINESS GETTERS CHANDISE — Unexpired leases 


POSTER @® DEUTSCH 
KANT-SLIP i: 436 Grand St. New, York Olty 


A master stroke in sale-saving. 


Made of kid leather with sponge i 
rubber disc. Vulcanizes in with Miller Shoe Company Busy 


cement (not glue). Inserted I MI Pi CINCINNATI, OHIO—The Miller Shoe 
and worn in five minutes. Each i im - | Company here, manufacturers of wo- 
pair in cellophane envelope with . cet! men’s welts and Littleways, has taken 
tube of cement. Packed 36 pair pri ny ANG over the lasts and patterns of the Stan- 
in display box, 15c. a pair. 7 | ay ley Duttenhofer Company, which has 
V bat sy gr, amine . an announce- 

* HM 1 ment by George ollman, vice-presi- 
Ratcliff Products & Sales Co. M,O.POLLINGER. CO. dent and general manager of The Mil- 
Columbus, Ohio 216 HOLLAND BLDG., ST. LOUIS, Mo. ler Company. Mr. Duttenhofer has asso- 


ciated himself with the Miller Company 
and will look after as many of his old 


accounts as possible, besides assisting 
V ANITY BOWS Mr. Vollman and Mr. Klinkicht, secre- 
eas tary of the company, in the merchan- 
- 


dising branch of the business. 









































j =~ ; Kn, 5 . About —_ — ago ~ en 

TO | é ompany took over from e Rot 
SELL MORE SHOES q |e Shoe roe agg A of ‘oes prec 

@ i ‘ trade marks, May Manton an re 
svall-cigasan years | have q Triumph, together with certain lasts 
created successful selling : ~ ae and patterns. Mr. Vollman states that 
ideas for shoe merchants WA . ~ the compete, ~ finding = boa mage to 
: operate its factory overtime to assure 

throughout the United ‘ow, when the Spring season is start- deliveries for Easter trade, and he ex- 


N 
States and Canada. ing, it will be to your advantage to buy i i 
‘ er ee ee, eS ee | pts ay a pose oie 
who er . 
Merchants and manufactur- 1910. ‘The above bow can be had at 


‘ : $4.00 a doz. pairs in any combinatio: 
ers looking for practical of materials and colors you may specify. 


IDEAS for productive ad- that they can caally be attached to the Observes Anniversary 
vertising and sales promo- a Miami, Fia. (UTPS)—The Walk 


a f more numbers to be had on 


tion, write request om aoe Oem ay hb Zz Flagler 
treet, is observing the fourth anniver- 

R. E. ANDRUSS, c/o Boot & Shoe VANITY NOVELTY sary of its business in Miami by a 
Recorder, 239 W. 39th St., New York, WORKS special worth-while sale. R. A. Tro- 
N.Y, 1261 Atlantic Avenue villon is manager. The same ownership 


BROOKLYN N. Y. operates a Walk Over shoe store in 
Orlando, Fla. 
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a In the Very Center of New York 


4 One block from Penn Station, subway station 
and railroad terminals by direct private en- 
trance; in the heart of New York’s retail 
and wholesale centers—an ideally located | 

hotel no matter what mission brings you 
to New York. 1931’s new rates make the 
Martinique New York’s best hotel value. £ 


(tui 


(i 


INA 


OO 


Bway 322332 St. NewYork 








Increase Your 


SALES ABILITY 


Fil} Know shoes as mer- 
WA, «chandise, shoes in re- 
WK, lation to the cus- 
MW, tomer. Know the 
Mi, types and their pur- 
M\\ poses—the kinds of 
Wi, leathers. Fatten up 
the pay envelope 
with a few min- 
utes study a day 
in your spare 
time. This won- 
derful little 
book has helped 
hundreds __ of 
others—it will 
help you. Clip 
the coupon 
and mail it 

today. 


Price 


He, stds -endes 


BOOT and SHOE RECORDER 
239 West 39th Street, New York, N. Y. 
Gentlemen : 
Enclosed Digase find fifty cents 


loney new Stamps 
fer which send me a copy of the Sixth sed Edition of THE SHOE and 
LEATHER LEXICON. 














ya 


+ 
x k 
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FORWA 
ARCH 


Forward March! — 
In MARCH 


Improve Business Sentiment in 
Your Town 


Do your part in making regular business 
regular. Now is the time for all merchants 
to do their part in bringing business back 
to normal. Starr PROGRESS in your town. 
Start it in your show window. Here is what 
we can do to aid you. 


Write at Once for Full Particulars 
on How to Get Started 


Sales Promotion Plan Special Slides for Motion 
Picture Theatres 


Newspaper Editorials 
A Special Promotion Page — Mats and Stereotypes for 
for Newspapers Newspapers 


“Sales of Progress” Buttons in Three Colors 
Special Promotion for 


Retail Stores 
Stickers in Two Colors 


Envelope Stuffers 
Window Cards in Two 


Talks for Local Radio Colors 
Stations 


Paper Window Posters in 
Special Window Displays Two Colors 


A sample assortment of stickers, show cards 
and posters will be sent you free—as part of 
our national contribution to the campaign: 
**1931—America Forward March!” 


Address: 


Headquarters—1931 America Forward March 
239 West 39th Street, New York City 
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THE Business 
BAROMETER 


Business Changes 


CONNECTICUTT—New Canaan—H. Groher 
Co. (8 Railroad Ave.); boots, shoes, etc.; inc. 
authorized capital $50,000. 

FLORIDA—St. Petersburg—Sally’s 
Inc.; boots and shoes; incorporated. 

ILLINOIS — Berwyn — Charles Krametbauver 
(“Krametbauer’s Bootery”) (6318 W. 22nd St.), 
boots and shoes; reported selling or sold out. 

MASSACHUSETTS—Boston—Phoenix Shoe 
Mfg. Corporation; recently incorporated. 

Lynn—G. & L. Shoe Co.; wholesale boots and 
shoes ; inc. authorized capital $10,000. 

Lynn—Louis’ Reliable Shoe Store; boots and 
shoes; business certificate filed by Irving Bin- 
stock. 

NEW YORK—Brooklyn—Eftimiou & Pugliese 
Shoe Co., Inc.; boots and shoes; inc. authorized 
capital $3,000. 

Marty Seneca, Inc.; boots and shoes; inc. au- 
thorized capital $10,000. 

New York City—De Luxe Shoe Co., Inc.: 
boots and shoes; inc. authorized capital $10,000. 


Bootery, 


Greenbaum & Rosen, Inc.; boots, shoes, etc. ; 
ine. authorized capital $10,000. 

Kepple & Kepple, Inc.; boots, 
inc. authorized capital $20,000. 

Mandel Sankin Shoe Co., Inc.; boots, shoes, 
etc.; inc. authorized capital $50,000. 

NORTH CAROLINA—Hendersonville—Kanters 
shoe Store, Inc.; boots and shoes; inc. authorized 
capital $25,000. 

OHIO—Cleveland Heights—F. Lewis Barton 
(“Smith Smart Shoe Shop’) (1763 Coventry 
Road); boots and shoes; succeeded by Smith 
Smart Shoe Shoppe, Inc. 

Ironton—The Lambert Shoe Co.; boots and 
shoes; inc. authorized capital $10,000. 

TEXAS—Ennis—Burk Dry Goods Co.; boots, 
shoes, etc.; inc. authorized capital $10,000. 

Jacksonville—Overton Dry Goods Co.; boots, 
shoes, etc.; inc. authorized capital $10,000. 
WEST VIRGINIA—Charlestown—Link & Jones; 
boots, shoes, etc.; partnership dissolved. 


shoes, etc. ; 


Failures, Embarrassments, Etc. 


ARKANSAS—Little Rock—Joe D. Black & 
Bro. (505 Main St.) ; boots, shoes, etc.; reported 
petition in bankruptcy; reported receiver ap- 
pointed. 

CALIFONIA—Long Beach—Slatt Bros. ; boots, 
shoes, etc.; reported petition in bankruptcy. 

GEORGIA—Cedartown—Jake Minkoff; boots, 
shoes, etc.; reported petition in bankruptcy. 

LaGrange—Wilkes, Inc.; boots, shoes, etc. ; 
reported petition in bankruptcy. 

ILLINOIS—Chicago—Oscar Katz (6019 Irv- 
ing Park Blvd.) ; boots and shoes; reported peti- 
tion in bankruptcy. 

Michael M. Rozewski (1503 Fullerton Ave.), 
(2953 Milwaukee Ave.); boots and shoes; re- 
ported called meeting of creditors. 

M. Yarmo & Son (524 Milwaukee Ave.) ; 
boots, shoes, etc.; reported called meeting of 
creditors. 

Springfield—Ginzold Bros. (621 E. Washing- 
ton St.) ; boots, shoes, etc.; reported petition in 
bankruptcy. 

INDIANA—Marion—Sam Levy Shoe Co.; 
boots and shoes; reported petition in bank- 
ruptcy. 

IOWA—Cedar Rapids—William Teip; boots 
and shoes; reported offering to compromise at 
25 per cent. 

LOUISIANA—New Orleans—Maurice Dulitz 
(700 S. Rampart St.); boots, shoes, etc.; ré- 
ported offering to compromise at 25 per cent. 

MAINE—Sanford—Farris N. Bshara; boots, 
shoes, etc.; reported petition in bankruptcy. 

MARYLAND—Crisfield—H. F. Poleyett, Inc. ; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

MASSACHUSETTS—Lynn—S. Alfred Alley; 
shoe manufacturer; reported petition in bank- 
ruptcy. 

MICHIGAN—Battle Creek—Roy M. Ludlum 
(40 W. Michigan Ave.) ; ts and shoes; re- 
ported petition in bankruptcy. 

Detroit—A. Marx (468 Michigan Ave.) ; boots 
and shoes; reported petition in bankruptcy. 

State Cut Rate Stores, Inc. (864 Michigan 
Ave.); boots, shoes, etc.; reported petition in 
bankruptcy. 

Wyandotte—Melody Bros. Co.; 
etc.; reported receiver appointed. 


boots, shoes, 


NEW HAMPSHIRE — Dover — Myer Silton 
(“Boston Clo. Store’); boots, shoes, etc.; re- 
ported petition in bankruptcy; reported offering 
to compromise at 20 per cent. 

NEW JERSEY—Newark—lIsidore Gold (529 
Central Ave.); boots, shoes, etc.; reported as- 
signed. 

Louis Rosenbaum (228 Prince St.) ; 
shoes, etc.; reported assigned. 

Union City—John Bottone (153 Summit Ave.) ; 
boots and shoes; reported called meeting of 
creditors. 

NEW YORK—Brooklyn—Stylish Shoe Shops 
(858 A Flatbush Ave.); boots and shoes; re- 
ported petition in bankruptcy. 

Port Chester—Well Worth Shoe Store (Jennie 
Werksman), (14 S. Main St.); boots and shoes; 
reported petition in bankruptcy. 

White Plains—Jacob & Charles Gerstein, Inc. ; 
boots and shoes; reported assigned. 

NORTH CAROLINA — Asheville — Clements 
shoe Store, Inc., boots and shoes; reported peti- 
tion in bankruptcy. 

Louisburg—F. A. Roth Co. (F. A. Roth); 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

Rocky Mount—William Rufus Worsley; boots, 
shoes, etc.; reported petition in bankruptcy. 

OKLAHOMA—Picher—The Grand Leader; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

PENNSYLVANIA — Altoona — Soyster Shoe 
Co. (J. C. Soyster); boots and shoes; reported 
petition in bankruptcy. 

Indiana (also Blairsville)—Galanty Bros. 
(“The Army Store’); boots, shoes, etc.; re- 
ported petition in bankruptcy. 

RHODE ISLAND—Pawtucket—Cooney & Mul- 
eahey (15 Broad St.) ; boots and shoes; reported 
assigned. 

TEXAS — Beaumont — The Toggery;: 
shoes, etc.; reported assigned. 

Fort Worth—Sankary Bros. (907 Houston St.) ; 
boots and shoes; reported petition in bankruptcy ; 
reported receiver appointed. 
WISCONSIN—LaCrosse—William F. Strauss 
(320 Pear] St.) ; boots and shoes; reported offer- 
ing to compromise at 80 per cent. 


boots, 


boots, 


New Shoe Stores 


New York, N. Y¥Y.—Kepple & Kepple, Inc. 

Saginaw, Mich.—Vogus Boot Shop, 605 E. 
Genesee Ave. 

South Bend, Ind.—Gilbert Shoe Corp. 
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New York, N. Y.—Madison Shoe Co., 129 


Audubon Ave. 


New York, N. Y.—Goldstein’s Shoe Store, 57 
38rd Ave. 


77 


Latest Reports of New Stores, 
Failures, Embarrassments and 
Bankruptcy Proceedings 


New York, N. Y.—G. & B. Ladies Fine Shoes, 
715 Nostrand Ave. 

New York, N. Y.—Empire Shoe Shop, 
East 188th St. 

St. Petersburg, Fla.—Sally’s Bootery, Inc. 

Bay Harbor, Fla.—Bay Mercantile Co. 

Boston, Mass.—W. T. Grant Co., 660 Contre 
St., Jamaica Plain. (July 1). 

Chambersburg, Pa.—W. T. Grant Co., South 
Main St. (soon) 

Decatur, Ala.—W. T. Grant Co., 2nd Ave. and 
Grant Street. 

Orlando, Fla.—Sears, Roebuck & Co., North 
Orange Ave. (soon) 

Los Angeles, Cal.—Sears, Roebuck & Co., 12th 
and Olive Sts. (soon) 

Pekin, Ill—J. C. Penney Co. (soon) 

Binghamton, N. Y.—J. C. Penney Co., 33-35 
Court St. (soon) 

Iron River, Mich.—J. J. Newberry Co., 221 
Genessee St. 


New York, N. Y.—Samphil Safety Shoes, 27 
Thames St. 


Reading. Pa.—Reading Orthopedic Co., 218 
N. 11th St. 

New York, N. Y.—Stern & Kamin, Inc. 

Philadelphia, Pa.—Abe Lavenson. 

Evansville, Ind.—Leader Stores, Inc. 

Newark, N. J.—Ansonia Bootery, Inc. 

Midlothian, Tex.—Midlothian Dry Goods Co. 

Borger, Tex.—Carpenter Dry Goods Co. 

New York. N. Y.—Mandell All Style Shoe 
Outlet, 161 Williams St. 

New York, N. Y.—De Luxe Shoe Co., Inc. 

Brookyn, N. Y.—Eftimiou & Pugliese Shoe 
Co., Inc. 

New York, N. Y.—Collins Store, Inc. 

Boston, Mass.—Armour Shoe Co., Inc. 

Appleton, Wis.—Murray, Inc. 

New York, N. Y.—Jean’s Bootery, 112 Trinity 
Place. 

New York, N. Y.—Style Twin Shoe Co., 24 
Dey St. 

New York, N. Y.—Loumac Retail Stores, Inc. 

Huntington, N. Y.—Mago, Inc. 

Central, S. C.—Head Mercantile Co. 

Philadelphia, Pa.—Marman Shoe Co. 
om Ill,—Lloyd Shoe Co., 3420 W. 26th 


518 


Eureka, Cal.—E. D. Edera. 
Manhattan, Kan.—C. FE. Black. 
Delano, Cal.—Levinson Department 
1112 Main St. 
Brownstone, Ind.—Harry E. Wallace. 
Durand, Wis.—Denny-Norris Co. 
Sturgis, S. D.—Leo Bruddel. 
Beaman, Iowa—N. M. Johnson. 
Wadena, Minn.—Herman Fink. 
Covelo, Cal.—M. E. Gravier. 
Guerneville, Cal.—Lambros & Dooley. 
Orenco, Ore.—R. Stubb. 
Hockinson, Wash.—Charles Caples. 
Lakeview, Neb.—Forrest Hite. 
Maywood, Neb.—Scotia Stevenson. 
Nelson, Neb.—Servey Stores. 
Syracuse, Neb.—J. H. Eller & Co. 
Battle Creek, Mich.—Jos. C. Grant. 
Dixonville, Ore.—Edward Reece. 
Issaquah, Wash.—Roy B. Hume, Front St. 
Wenatchee, Wash.—F. E. Battey, Inc. 
oo Wash.—Dunlap-Waugh Dry Goods 
0. 
Seattle, Wash.—The Emporium, 1415 3rd Ave. 
Seattle, Wash.—T. Verhoturov, 5521 Univer- 
sity Way. 
Los Angeles, Cal.—Solnit & Shapiro Shoe Co., 
761 S. Los Angeles St. 


Store, 





Boot and Shoe 
Recorder 
Serves in 


Getting More Shoes Sold Right; not 
only “more” but “right”; sold for the 
right purpose, to the right wearer, in 
the right fitting, for the right price, at 
the right profit. This is the great 
problem of the retail shoe merchants. 
The chief purpose of THe Boot AnD 
Suor Recorper is to help solve it; for 
this is the basic problem upon which 
depends the progress of the entire allied 
industries relating to shoes and leather, 
their production and distribution. 





A Buying Guide to 





BOOTS AND SHOES 


Alden, C. H., Co., Abington, Mass 
Athletic Shoe Co., Chicago, Ill 
Ault-Williamson Shoe Co., Auburn, Me.... 


Bass, G. H., & Co., Wilton, Me 


Beacon Falls Rubber Shoe Co., 
Falls, Conn. 


Biarritz Sandals, New York City 

Blog Shoe Co., Inc., New York City 

Blue Ribbon Shoemakers, St. Louis, Mo... 17 
Brooks Shoe Mfg. Co., Phila., Pa 


Beacon 
44 


Capezio, New York City 
Chase, W. S., & Sons, Haverhill, Mass..... 


Colt-Cromwell Co., Inc., New York City. .54, 70 
Coon, W. B., Co., Rochester, N. Y 


Ebberts, John, Shoe Co., Buffalo, N. Y 
Enna Jettick Shoe Co., Auburn, N. Y 
Evans, L. B., Son Co., Wakefield, Mass.... 


Gibbons, C. S., Co., Phila., Pa 
Gilbert Shoe Co., Thiensville, Wis 
Golo Slipper Co., New York City 
Green Shoe Mfg. Co., Boston, Mass 


Herold-Bertsch Shoe Co., 
Mich. 

Holland Shoe Co., Holland, Mich 

Horwitz, Vincent, New York City 

Hoyt, F. M., Shoe Co., Manchester, N. H... 


Grand Rapids, 
43 


Kendall Shoe Company, Haverhill, Mass... 62 


Levey Bros., New York City 


Mishawaka Rubber & Woolen Mfg. 
Mishawaka, Ind. 
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VALUES AT A PROFIT 
Re-ARRANGE, REPAIR, RE-EQUIP.... 


Goop Business Is ON THE WaYy— 
AGAINST HIGHER HIDE TARIFF 


WHEN SHE GOES DOWN TO SwiM... 
FROM THE EDITOR’S ANGLE 

VOLUME AT A PRICE 

How To GET CUSTOMERS INTO YOUR 


RADIO FOR SHOE PUBLICITY 
SHOE STORE SERVICE .. 
Look AT YOUR STORE 
SHOE AD-VISOR 

News 0’ SHOES ... 
BUSINESS BAROMETER 


ISSUE 


By A. J. Pauly 
Dr. Julius Klein 
But Some Folks Don’t Know It.. 30 


BiG. Ong Cites Arguments in 
Opposition .. 


By Madame Hamilton Jeffries... 33 
By Arthur D. Anderson 


Versus Pairs at a Profit 
Concrete Ideas about Advertis- 
38 


More Opinions from Salesmen... 40 


Display, Equipment, Supplies... 
By R. G. Perkins 


Practical Selling Suggestions... 


What’s Doing Everywhere...... 


Changes, Embarrassments, New 


Stores 





Nettleton, A. E., Syracuse, N. Y 


O’Donnell Shoe Co., St. Paul, Minn 
Old Colony Shoe Co., Brockton, Mass....... 


Packard, M. A., Brockton, Mass 


Paristyle Footwear Mfg. Co., Inc., New 


York City 
Pedigo-Lake Shoe Co., St. Louis, Mo 


Reed, E. P., & Co., Rochester, N. Y 

Reynolds, Bion F., Brockton, Mass......... 60 
Rice-O’ Neill Shoe Co., St. Louis, Mo..2nd Cover 
Richards & Brennan Co., Randolph, Mass.. 60 
Rivoli Slipper Co., Newark, N. J.......... 62 
Roberts-Johnson & Rand, St. Louis, Mo.... 2} 


Saks, M. J., Shoe Corp., New York City.. 63 
Schwartz & Herder, Inc., Phila., Pa....... 66 
Servus Rubber Co., Rock Island, Ill 25 
Shaft-Pierce Shoe Co., Faribault, Minn... 70 
Smith, J. P., Shoe Co., Chicago, Ill........ 63 
Smith, Wm. Sumner, Chicago, Il] 

Mass. 


Stacy-Adams Co., Brockton, 


Troy, Seymour, & Co., Brooklyn, N. Y., 
4th Cover 


Vitality Shoe Co., St. Louis, Mo 


LEATHER AND OTHER MATERIALS 


American Hide & Leather Co., Boston, 


Amer, William, Co., Philadelphia, Pa 
. 


Creese & Cook Co., Boston, Mass.....3rd Cover 


Essex Rubber Co., Trenton, N. J 
Evans, John R., & Co., Camden, N. J.....14-15 


Hubschman, E., & Sens, Phila., 
Robertson Leather Co., New York City.... 13 


Zapon Company, Stamford, Conn 


SHOE ACCESSORIES 


Shoe Lace Co., Ltd., Providence, R. I 


Whitcher Frank W., Co., Boston, Mass.... 63 
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Our Advertisers In This Issue 





SHOE ORNAMENTS 


. . . G *. 
Hy-Grade Slipper Co., New York City Grand, Rapids Store Equipment Co., Gran 


i . Brooklyn, N. Y.... , 
Vanity Novelty Works, Brooklyn Reena Masi & Cn: Kensten: Mae 


Onli-Wa Fixture Co., Dayton, Ohio 


Pollinger, M. D., Co., St. Louis, Mo 
MACHINERY, LASTS, MFRS.’ SUPPLIES, 


DRESSINGS, ETC. 
Segall & Sons, Philadelphia, Pa 


Beckwith Mfg. Co., Brockton, Mass Shoe Form Co., Auburn, N. Y 
Conaway-Winter Studio, Brooklyn, N. Y... 56 


Daetsch & Woodward, Inc., & R. S. Mec- 


Neill, Brooklyn, N. Y Front Cover 
MISCELLANEOUS 


Mears, Fred W.. Heel Co., Boston, Mass...18-19 


Glauberg, Max, New York City 
United Last Co., Boston, Mass............. 24 


United Shoe Machinery Corp., Rates, Hotel Martinique, New York City 


Hotel Victoria, New York City 


Kirsch-Blacher Co., Inc., New York City.. 


Marbridge Bldg., New York City 


SHOE STORE EQUIPMEN 
@ anal Poster & Deutsch, New York City 


American Seating Co.. Chicago, Ill......... 50 
Simon, I., Co., New York City 


Stephenson Laboratory, Boston, Mass 





Display Creations, Detroit, Mich 
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Next Week 


you will find 
in the 


Boot and Shoe 


Recorder 


ACCURATE timing is a factor in all 
effort today. Once shoes could be 
bought long after the “tip-top” store in 
town had tried and tested the style— 
but not so today—for style-timing is a 
matter of real preparation. 

On this date we announce Sports 
Shoe Week and place it May 15-22, thus 
providing six weeks of preparation for 
the following six best selling weeks of 
the season. Co-incidentally May 15th 
is Straw Hat-Lightweight-Shoe Day— 
and we have discovered that feather- 
weight clothing is guaranteed to men 
for the summer, starting on that mer- 
chandising day. If we can urge all 
shoe merchants to Summer Shoe action 
in the six significant weeks prior to the 
Fourth of July, we pave the way to 
Profit-ville. A unified merchant attack 
is more effective when sales-timing is 
synchronized. Summer shoes complete 
in a style section unique in its reader- 
ship. Every summer specialty gets a 
showing in this issue. 


AAA 


N this issue—first of a series on 

Leadership—we have in our indus- 
try men worthy of the spotlight for 
accomplishment in the race of business. 
In the course of a cycle of issues we 
can include men of our crafts who, in 
their way, have contributed most to 
shoe progress. At the Boston Boot and 
Shoe Club’s annual meeting it was said 
“real business leadership is again tak- 
ing control. and therein lies the great 
good that has come over our business 
horizon.” 

In this issue—men’s lighterweight 
shoes enter the buying period. 











ADDED 
VALUES 


in shoes 
filled 


with — 














BECKWITH MANUFACTURING COMPANY 


Manufacturers of Vuleo Products 
STATLER BUILDING, BOSTON, MASS. 
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A new anu dlifferent shoe 
and. a solution of the profit 


problem! 


OOT DELIGHT is an entirely 

new and different type of shoe 
—a remarkable discovery in shoe- 
making technique. The exclusive 
Foot Delight features are protected 
by United States patents and can- 
not be obtained in any other shoes 
made. 





CONSIDER 
this Simple Equation 


SMALL INVESTMENT 

ied ha you make in Foot P lus 
CONSUMER LOYALTY 

( ae my you enjoy with Foot P lu Ss 


NEGLIGIBLE MARKDOWN 


(Extremely negligible with equ als 

Foot Delight.) qd The shoes illustrated appear in our advertisement 
THE FOOT DELIGHT FRANCHISE! in the April 15th issue of Vogue. They are typical 

(which many of the most successful mer- of the range and the remarkable service offered by 

chants have found to be one of the sound- | our in-stock department. If you are not familiar 

est and most satisfactory propositions in 

the shoe industry.) with Foot Delight, write today to Bancroft- 


Walker Company, Boston, Mass. 











al 


Trade Mark Reg. 


Pick A GOCE. hI RSE ANH S&S FLCH To res 


Vel. 99, No. 4. et every —— by | the Boot & Shoe Recorder Publishing Company, Division ot United Busi Publish Inc., 239 W. 39th 

St. New York, N. 1 matter Sept. 19, 1925, at the Post Office at ~ ie N. Y., under the act of March 3, 1879, 
Subscription price, $3.00 per year. Printed in U. 
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55 of EASMION 


MRS. ETHEL HOLLAND LITTLE 
Fashion Editor 


and 





ALICE STETSON FLETCHER 
Assistant Fashion Editor 


of 


WOMAN’S HOME COMPANION 


“covered” the entire Southland this winter, 
observing with experienced eyes, the fashions 
adopted by the best-dressed women, which 
will become the mode throughout the country 


during the summer months. 


MRS. LITTLE states: 
“The fashion for all-white shoes, indicated for high favor 
last summer at Biarritz, proved to be one of decided im- 
portance this winter at Palm Beach. 
“At polo games, at various country clubs in the South- 
land, and at tea dances where the smartest women gath- 
ered for informal-afternoon affairs, white kid pumps 


were very, very much in evidence.” 





ON SUMMER SUOES 


What the shoe business needs mostly is more stability; 


more emphasis on shoes that are safe for re-ordering. 


There are too many “flashes in the pan”—according to 
shrewd merchandisers and business executives. Too 
many styles and materials which properly belong to 
custom shoemaking are adopted, and regretted later, by 
those whose business was built, and kept alive, by safe, 


sane promotion. 


Certainly, this year above all should show shoe merchan- 
disers the way to reestablish profits. No previous year 
offered so decided a fashion background for white kid 


shoes as this year. 


Why make it hard for yourself? Women have learned 
that white kid shoes provide greatest satisfaction . . . 
why not profit by offering only what you know your 
trade will buy? 


6.LEVOR ¢ CO. we. 


Tannous_ of TUE WUITEST WHITES 
GLOVERSVILLE, NEW YORK 





SITTIN PRETTY 


in the 
) SATURDAY 
EVENING POST 


(See April l1th Issue) 











. 
Cover of new Spring and Sum- 
ore Ua i : mer catalog. Send for your 
oiiinalied copy illustrating 80 styles. 


ALWAYS 


The consumer demands more style and more quality 

in his $5 and $6 shoes than ever before. There is only 

one successful way of meeting this situation—give your 

customer more for his money. It would be a very seri- AAA-EEE 
ous mistake to give less value for $5 this year than you Sizes 
did last year. . 3-14 


The greatest factor in the success of the Bob Smart 
Shoe Company is the ability of the organization back 
of the shoe to constantly and everlastingly improve 
the quality. 

Our customers are satisfied—but we never. We are 
always looking ahead planning another step forward. 


Be sure that you are giving maximum value at $5 and 

$6—concentrate on 
BLACKSTONE 
Combination Last 


0969—Beautiful black 
cord tip, Arch Support ° 
kle-tyte’’ oxford, heavy back 
soles, Spring Step rubber heel, 
AAA to EEE, 5/14. 

0968 — Same in beautiful 
brown calf, AAA to EB, 5/14. 


calf, 


SHOES 


BOB SMART SHOE COMPANY, MILWAUKEE, WIS. 
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VALCRAFT Shoes are always 
just a little better—a little finer 
material, more perfect lasts 
and that exclusive lit- 
~ tle something that 
can never be 


copied. 


“valcraft 


e hoes 





*Based on 
*Reg. U. S. Pat. Off. 


ALLEY SHOE CORPORATION 


AINT LOUIS, MISSOUVUR 
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AFRAID PLAIN TOES WI/LL WRINKLE-? 


THESE WILL 
FLEX 








BUT WON'T 
CREASE 





OU get flexibility without wrinkles in 
Armstrong’s Cork Box Toes. Your thumb the toe stay firm. Any shoe—dress or 


will show you how limber and flexible this toe 7 
, . sport, wide toe or narrow—can have 
is, but the dent you make won’t stay. The shoe : ; “aa 
‘ . } : this easy comfort without losing its 
smooths right out again. This toe won’t flatten : 7 
ciently ‘ag. The f; ieiliiialh ll of shapely lines. Specify Armstrong's 
ith wearing. The forepart and side wall o i ts ieee ein ees oe 


buy. For detailed information, and a 

ARM &. ; : RON ot = list of manufacturers now using Arm- 
< strong’s Cork Box Toes in their shoes, 
C O R Kk B O XY T O E S write Armstrong Cork Company, 933 

Arch St., Lancaster, Pennsylvania. 

Boston - Cricaco - CINCINNATI - Derrorir - New Yorr . Puitapetpai1a = —-—s St. Louis 


Boot AND SHOE RECORD: 
combining THE SHOR "RETAILER, April 4, 1931 














itality Personalities” 


leasing 
Ina 


big way / 


Letters ... telegrams . . . long distance calls . . . liter- 
ally an avalanche of enthusiastic approval . .. all in 
response to our first weekly Vitality broadcast inau- 
gurated Wednesday evening, March 25th! 


When “Vitality Personalities” went on the air, some- 
thing big in the shoe world happened. Today it's trans- 
lating itself into a flood of business for Vitality dealers. 


If you would like to take advantage of this new, mod- 
ern type of dealer assistance, write today and get 
the facts. 


Vitality shoes are for women, men and boys. For wom- 
en—AAAA to EEE, sizes 2 to 11, to retail at $5 and $6. 


For men—AAA to G, sizes 5 to 14, to retail at $5 and 
$6. For boys—A to E, sizes 1 to 6, to retail at $4 and $5. 





* Featuring famous personalities of the stage and screen—a new star every week. 


CLAUDETTE COLBERT 


Tune in... 


Every Wednesday Evening 
(10 P.M., Eastern Standard — 


Baltimore (starting April 8) .. 
Birmingham 








al 
harlotte 
icago 
incinnati 


























ndianapolis 
Kansas City 
Little Rock 


Minneapolis (sta sanatanes awe 6) 
Nashvil 

New Orleans 

New YorkCity 

Oklahoma City 
Philadelphia .. 
Pittsbur; 
Portlan 
Providence 
Salt Lake City .. 
san Antonio 
HEIR PRETICIBOO =<... cccncecscncossnsesensacasesis : 
Seattle 

Spokane ca 

St. Louis 

Syrac 

Sonoma (starting a 29) ... 

Toledo ae 
Washingt scceabeneses 
Wichita oo eee ‘April 29) 














BRANCH OF INTERNATIONAL S' 


é VITALITY, SHOE. COMPA PANY’ 7’ 








1509 Washington Pig ST. LOUIS, MISSOURI 
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When dS, a an ees, 
(Not a (oe Ci? 


The answer is “Spring 1931”. Navy-blue seldom 
goes by itself this year, it’s combined with red and 
white, with light blue, apple green, beige yellow, 
pink—that’s why the navy-blue shoe is necessary, 
—the smart woman will repeat the darkest 
note of her costume by wearing shoes in 


Grotto Blue—No. 1300 
(Admiralty) 


VISIT BOOTH NO. 1—OFFICIAL OPENING OF FALL AND WINTER 
LEATHERS—HOTEL ASTOR, NEW YORK, APRIL 27TH AND 28TH, 
1931; UNDER AUSPICES OF TANNERS’ COUNCIL OF AMERICA. 


The New Crstle a 0) A. ©, Ene. 


champles by request to py: 17062 = 100 Gold rect, (New York 
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THAT BETTER SHOES 


LAN BE SULU 


NUNN-BUSH SALES METHODS PROVE s 1 
THAT THERE IS A BIG MARKET FOR in command, 
$10.00 AND $12.50 SHOES. e 3 


ANKLE-FASHIONED OXFORDS 


r = : : express forceful personality 
Nunn-Bush is proving to doubting merchants all over the Teich dldalty ead. csivestnona: 


country that there is a big market for these $10—$12.50 shoes. Ankle-fashioning makes them 
keep their smooth, trim lines 


Merchants are being convinced én their own stores that a ma- —fit more snugly at the ankle. 
jority of their customers prefer Nunn-Bush Ankle-fashioned No gapping—no slipping. 


Oxfords when their advantages are demonstrated. The proof e. 
Sce the shoe for YOUR type—send for 


lies in actual sales. Style Book. Department P, Nunn-Bush, 
Mihwaukee, New York, San Francisco. 


Ankle-fashioning is what makes Nunn-Bush Oxfords easier to 
sell. When your customers try them on, they will see and feel 
the difference. 


Nunn-Bush national advertising in the Saturday Evening Post, 
Collier’s, American Golfer, and other publications is educat- 
ing millions of men to the style, fit and comfort features offered 
by Ankle-fashioned Oxfords. It is helping to broaden the 
market for these better shoes throughout the country. 


NUNN-BUSH & WELDON SHOE CO. 


MAKERS OF MEN’S FINE SHOES EXCLUSIVELY 
MILWAUKEE NEW YORK SAN FRANCISCO 


Complete Stocks At All Three Locations 


ae 
101 PAIRS OF SHOES SOLD IN ONE DAY 
In one day, in a small Georgia town, a Nunn-Bush dealer sold 101 
pairs of Ankle-fashioned Oxfords. All but 3 pairs were of the $10 
and $12.50 grade. This merchant now knows that better shoes can N unn-B us -: 
be sold in his store. Unusual records made in many other average P 
Ankle- ashioned 


stores throughout the country show that Nunn-Bush merchandising 
can sell better shoes in YOUR STORE. Ask for information. OXFORDS 


a ee ee ee ee é 
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Would you like to receive 
@ copy? Write to The 
American Weekly, 959 
Eighth Ave., at 57th Street, 
New York City. 








]t will pay you well to push 


the products advertised in 
THE AMERICAN WEEKLY 
becatise this world’s greatest 


magazine influences the buy- 
ing habits of 5,500,000 families 
which comprise nearly % the 


population of the United States 
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\faras you 


| | be ...0n tireless feet 


Main Spring* Arch shoes make a sport of 
walking. This brisk age demands beauty in 
action ...the vogue for natural, flowing lines 
calls for action for the sake of beauty. Go as 
far as you like on tireless feet in Walk-Overs 
such as the SPRAY STRAP. Putty beige 
calf with brown lizard strap complement- 
ing the new more-than-one-color costumes. 
Balanced cuban heel. And the resilient Main 
Spring Arch to speed you on your way 


to new loveliness and chic. $10. *nec. u.s. rar. orr. 


WALK AOVER 
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The Smart World is on 
its feet again—in Main 
Spring* Arch Shoes 


Walking in Walk-Over shoes 
with the Main Spring Arch has 
out-moded the 18 day diet. 
The smart world, on its feet 
again, walking for pleasure and 
health, is bringing profitable 
business to Walk-Over dealers 
who feature these smartly 
styled, widely heralded shoes. 
The SPRAY, shown on the ad- 
joining advertisement for May 
Good Housekeeping is typical 
of what women everywhere 
will be asking for, paying for 
and telling their friends about. 


The SPRAY, In-Stock No. 
17424 is ready for immediate 
shipment from Campello or 
St. Louis. There are a few open 
towns in which the Walk-Over 
franchise is available. Address 
Geo. E. Keith Company, 
Campello, Brockton, Mass. 


*REG. U.S. PAT. OFF. 














Tandrite is 


a remarkable leather 
for Children’s Shoes 


Tiny feet demand soft, gentle leather .. . 
yet snug protection. Nothing meets their 
requirements better than Tandrite Calf. 


The exclusive processes used in Tandrite 

Calf produce a leather of more than usual 

softness and satiny finish. Yet it is strong 

to resist the weather and the scuffing of 

little feet. 

You will find that children’s shoes of 

Tandrite Calf make an unusually strong 

appeal to mothers. The beautiful finish 

is equally as pleasing as the soft, durable a RE 
leather itself. a 8, SOE 


E.HUBSCHMBN & SONS, Inc., PHILB., PB. 


Tanners of Fine Calf Leathers 
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builder. 


Order Yours Today/ 
WISWELL-EVERSTON SHOE MFG. Co. 


CEDAR GROVE, WISCONSIN 
e k Office: —648 Marbridge Bldg., New York City. 





THE 
GOATSKIN 


is an economic 
necessity in 
Palestine 


ALL ARE SURPASS 


“A twisted bit 
oO” rag 
And a goatskin 
"water bag 
Was all the field 
equipment ’e 
could find.”’ 


—Kipling 


Here we see water carriers of Jerusalem filling their goatskin 
bags at the well of the Mosque of Omar. 


It is interesting to note that in this casual photograph we see 
goatskins put to four important uses. For instance—both 
men are wearing goatskin jackets. The bucket used to dip 
water from the well is likewise made of goatskin. And, in all 
probability, so are the young lady’s shoes. 


Evidence sufficient to prove that the economic importance of 
the lowly goat-skin is as great at its source as it is in our own 
great shoe industry where fifty million goatskins are used 
annually. 


DA 


LEATHER COMPANY, NORTH PHILADELPHIA 


Tanners of Black and Colored Kid Black Kangaroo _ Colored Kid Linings 
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Micy teat nearer selling 
profitably to the last pair* 


il 

| | 
| MF | 

we SS 


purchases you'll invariably find fewer 
“Star Brand” shoes. They do come 
nearer selling profitably to the last pair. 











66 ; | 
It did not take me long to see 
the many advantages 
your system offered” 


So says W. J. Crawford, who operates eleven 
stores and departments on the 
Brown Concentration Plan. 


A section of the spacious store at 

Peoria, Ill. The comfort and con- 

veni of t Ss is very 
evident. 





The attractive windows of the Peoria 

store. Mr. Crawford knows how to 

combine good lighting and careful 
planning of displays. 


16 


I* January, 1930, W. J. Crawford decided to oper- 
ate his eleven stores and departments on the 
Brown Concentration Plan. He had always be- 
lieved in, and to some extent practiced, concentra- 
tion. But, to quote him, “not until that time did I 
see fully the advantages of your plan. I made 
many mental reservations from your regular set-up, 
as I was very much sold on my own system. But 
when I really got into it, it did not take me long to 
see the many advantages your system offered. 


“Since adopting the plan one hundred per cent 
we have reduced our stocks 35% and we will do 
better still.” 


We are pleased to reproduce herewith an unso- 
licited letter from Mr. Crawford, in which he tells 
of results he has obtained since adopting the plan. 
You will find it interesting reading. 


The next time the Brown Shoe salesman calls, 
ask him to give you the full particulars concerning 
this plan, which is being adopted and is bringing so 
many advantages to such successful retailers as Mr. 
Crawford. 


Weaw Suoe Gouger, 


SAINT LOUIS 


ry pa a ' 





Manufacturers of shoes for everybody for every . 3 
Brownbilt Shoes for men, Brownbilt Shoes for women and Buster Brown 
Tread Straight Shoes for boys and girls. 


A booth type department with no stock visible. The effect achieved 


is one of homelike charm and seclusion. 
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continued to expand, and has made an outstand- 


W. J. Crawford ie he takes a little time out for play. 


i j ds with his 
i He likes to jog through the woo ae 

sehen lye og et i i , 12 and 10, and their dog 
forty a prc ( in the shoe ae ew Say Pager 4 and the boys he deli 
ness ——— i i scenic and historic 
capi fr He used to open that first store at th United | A and Canada. Once he bought 
— a hee : 10 P M., eating his meals = interest i , because friends told him 
fa the. store. Withi wo he had a hat was a wonderful business. Fe says } i 
$3,500.00. stoc apes for, and it was m- = him very long to decide to sell out, and 
sien a <4 no ra “y team be quel a stick strictly to the shoe business first, last and 
= a prods Foe ‘This also flourished. He all the time. 
second store in he 


Crawfords, 


Address All Communications to 210 to 216 Liberty Street 





PEORIA, ILLINOIS 


Brown Shoe Company 
1600 Washington Avenue 
St. Louis, Missouri 





Gentlemen: 


Sometimes I wonder if your organization 
realizes the help you are giving us retailers 
in your concentration plan? I know that you 
will be happy to hear that in spite of con- 
ditions I will make more net profit this year 
out of my business than I did in either 1928 
or 1929. In fact, I may tie or beat 1927's 
figures which, as you know, was a banner year 
for shoe retailers in this territory. Brown 
Shoe Company's concentration plan deserves all 
the credit for this showing. 


Naturally, I am solicited by shoe sales- 
men every day. Some have what they think a 
wonderful proposition for the retailer in one 
way or another. After hearing their story I 
tell mine and before leaving most of them will 
frankly state that the shoe retailer who makes 
his store headquarters for something is the one 
who is going to win. Many competitive salesmen 
before leaving compliment the Brown organiza- 
tion on the fine help you are giving shoe re- 
tailers. 


Your shoes, which after all are what build 
the retailers prestige and bring his customers 
back, stand head and shoulders above any other 
line in both fit and wearing qualities. I want 
to again thank you and believe me there is 
nothing I can say or write that will adequately 
describe the fine cooperation I am getting from 
all of you. 


With kindest regards I am, 


4, 


WORD SHOE’STORES 


W 
JC: EEO 








An unsolicited letter from W. J. 
Crawford, whose eleven successful 
stores and departments sell Brown 
Shoes exclusively. 
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CEMENTED or COMPO SHOES 
Use of the Name “COMPO” 


From the following quotations and from many others of similar nature, it is apparent 
that the name “COMPO” has been in common and public use to designate and de- 
scribe shoes, the soles of which are cement attached, for a period extending far back of 
any recent development in the manufacture of such shoes. 


Dockham’s Massachusetts Shoe and 
Leather Report and Directory pub- 
lished in 1873 listed the names of shoe 
manufacturers and stated the kinds 
of shoes made by them. Among the 
manufacturers there listed are— 


“Anderson & Reynolds, children’s 
machine sewed, and kid, goat 
and sheep compo boots and 
shoes” 

“Winslow & Rogers, children’s 
kid, goat, pat and enameled leath- 
er, and colored compo boots and 
shoes” 


“Wilkins John H., w m and c 
serge, kid, goat and grain goods; 
also children’s compo shoes” 


In 1877 there was issued to T. J. and 
T. H. Gifford, United States Patent 
No. 194,866 which states that the 
invention “relates to the manufac- 
ture of goods known as ‘compo’ shoes, 
or those in which the sole is united to 
the upper by cement or other adhes- 
ive material.” 


In 1879 there was issued to J. B. 
Johnson, United States Patent No. 
221,567 in which a machine is de- 
scribed, and it is stated—“It will thus 
be seen that the machine is designed 
for use in making what is termed in 
trade ‘compo’ shoes.” 

In 1881 there was issued to Freeman 
Winslow, United States Patent No. 
240,487 in which it is stated —“This 
invention relates to improvements in 
boot or shoe presses for the purpose of 
uniting the soles and uppers together 


on boots and shoes by means of ce- 
ment or adhesive substance, as re- 
quired in the manufacture of what is 
termed ‘compo-work.’” 


In 1881 there was issued to Abbott 
S. Rogers, United States Patent No. 
250,001 which states —“This inven- 
tion relates to improvements in boot 
and shoe presses for the purpose of 
uniting the previously-cemented out- 
er sole to the cemented insole and 
overlapping edges of the upper, in the 
manufacture of what are known as 
‘compo’ boots.” 
In the “Marblehead Messenger’’ of 
September 12, 1879 it is stated— 
“Messrs. Joseph Harris & Sons 
are about to erect a new building 
for compo work...” 


In “American Shoemaking” of Feb- 

ruary 20, 1924, (p. 32) is a statement— 
“A water pressure leveling ma- 
chine was used in the Winslow & 
Rogers factory in Salem when 
compo shoes were made there.” 

In the “Marblehead Messenger’’ of 

October 26, 1928 is the statement — 
“The announcement that Marble- 
head Shoes, Inc., is to make shoes 
by the Compo process recalls the 
historic fact that about seventy 
years ago the first Compo shoes 
were made in Marblehead.” 
“The principles of making Compo 
shoes have not changed since 
early days, but the chemists have 
improved the cements and the 
mechanical engineers have im- 
proved the equipment.” 


We are prepared to supply to manufacturers what we believe to be the best of 
modern equipment and the best of supplies for making compo shoes. 


UNITED SHOE MACHINERY CORPORATION 
140 FEDERAL STREET, BOSTON, MASS. 
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going away.. 


ahead of expectations! 


Sales of Elko and Deerskin 
for sports and spectator— 
sports footwear are mount- 
ing way beyond our expec- 
tations. 


In smart black and white, 
and brown and white com- 
binations, Elko and Deer- 
skin have proved them- 
selves the masters of hard 
field service without loss 
of the good looks or com- 
fort which make them 
favorites for sports and 
juvenile shoes. 


NORTHWESTERN 
LEATHER 
COMPANY 
TRUST 


BOSTON 


X 


OTHER NORTHWESTERN LEATHERS 
Kitchener W. L. I. Sootan Russide 
Smooth Sides Newtan Elk Sides Rugby 
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In Stock For Immediate Shipment 


Style 405—Black kid, black and 
white lizard calf underlay, 14/8 
leather Cuban heel. 

Style 406—Sea sand kid, beige lizard 
ealf and brown perl lustre under- 
lay, 14/8 covered heel. 

Tongueless tie on the 314 last. 

Style 405. ...cccccsscess 84.75 


Style 1918x—Black kid, 
Hippo calf trim. 

Style 1919x—Patent leather, silver 
dot Hippo calf trim. 
Button one strap slipper, 314 last, 
14/8 leather heel. 

Style 1918x.....+eee000+ $4.75 

Style 1919x...cccccccrse 425 


silver dot 


Style 1794—Blue Kid. 

Style 1803—Patent Leather. 
Style 1820—Medium Beige Kid. 
Style 1830—Black Glazed Kid. 


One strap slipper, 509 last, 16/8 
covered Louis heel. 


Style 1794.....ceeeeee0+ $6.00 
Style 180B...cccccccccee 5.50 
Style 1820... ..cceee0. - 600 
Style 


Style 1825—Medium beige kid one 
strap slipper with darker beige un- 
derlay, 309 last 14/8 covered Cuban 
heel. 


Style 1825....-.eeee++++ $5.50 








SIZES 1 to 12 
WIDTHS AAAA TO EEEEE 








CODE WORDS 
For Telegraphing Orders 


... Steel 
. Nickel 


Style 1876—Madrid brown kid, em- 
bossed calf trim, 14/8 leather heel. 
Style 1877—Medium beige kid, simu- 
lated lizard trim, 14/8 covered heel. 


Style 1885—Black kid, black lizard 
calf trim, 14/8 covered heel. 
Tongueless tie, 313 last. 


Style 1876......eeeeeee+ $5.25 
Style 1885..... 5.25 
Style 1877...... 5.50 








Willur Coon Shoes til al each 
of the five important points 


CLL 
37 Canal Street 
ROCHESTER, NEW YORK 


Style 403—Black kid center buckle 
one strap, tip and quarter under- 
layed with parchment lustre, 509 last, 
16/8 covered Cuban heel. 


Style 403. ..ccccccccesees 85.25 


Style 401—Black kid, tip and quarter 
applique with genuine black and white 
lizard. 


Style 401....ceeeceeeees $5.25 


Style 408—Black kid, black and 
white lizard calf strap and collar, 
16/8 leather Cuban heel. 


Style 409—Sea sand kid, beige hoop 
snake calf strap and collar, 16/8 
covered Cuban heel. 


Side buckle one strap slipper on the 
509 last. 


Style 408.....-+eeeeeee+ $5.25 
Style 400........ 5.50 


Style 1912x—Black kid tongueless 
tie, black Hippo calf saddle, 313 last, 
15/8 leather Cuban heel. 


Style 1912x.....-sceeeeee $4.75 
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it all 
depends 
on the 
shape 
youre in 





(soothed the conscientious clerk) 


whether trees help your balance or not. 


. .» Now, when it comes to shoes it’s different. 
Shoes must be kept in form if you expect to 
walk correctly. ... 


And there is only one way to keep old shoes 
in the same shape day after day. Right!... 
Miller Trees . . . perfect insurance of correct 
tread and long shoe life. 


Several styles, sir, all perfect in performance 
and simple in operation. 


Boy . . . wrap these up for Mr. Jones. 


O. A. MILLER TREEING MACHINE CO. 
BROCKTON 
MASS. 


ae Oe 
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PE ERLESS 


A SPECIALIZED 
LINING STOCK 


T has been 

a our experi- 

ence in working with our customers that 
shoe manufacturers desire a different char- 


acter of leather for the lining than the 
outside. 


Many of the best features of “outside” shoe 
leather do not meet the requirements for 
lining stock. 


A firm texture is a basic lining leather 


requirement — for that means a flat 
smooth grain with no wrinkles to be 
ironed out. 


—and also a clean non-fibrous or spongy 
edge trim. 


Yes, a perfect lining stock—is a distinctly 
specialized proposition. 


And the extra sales value of such a lining 
cannot be overestimated. 
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KID LINING 


Note these special facts about 


PEERLESS KID LINING 


Made in one special tannery. 
Made by one special crew of workmen. 


Made of one specially bought raw stock which we use 100% for 
PEERLESS KID LININGS. 


Tanned by a special tannage that gives a firm yet mellow texture. 
—a flat smooth grain. 

—a clean non-fibrous edge trim. 

—an especially uniform run of color. 


From start to finish we neglect nothing that will assure the best 
and most consistently dependable quality linings. 


(Made in all desired lining shades. ) 


Standardize on 


Cvansi Brande 


LEATHER 
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When you use COORDINATED [ ASTS 
and PATTERNS 


Nature maintains the same proportions in the small, 
medium, and large sized foot. It is now possible, through 
the Coordinated Last and Pattern system, to maintain the same true pro- 
portions of the human foot in the successive sizes of footwear. The Co- 
Oordinated Last and Pattern system is an outstanding shoemaking achieve- 
ment that gives to all sizes of footwear the best fitting qualities that genius 
can provide — True Arches, True Heel Heights, True Heel Treads, and a 
True Toe Spring. Uniformity of model appearance in every size means 


stronger style appeal. 


f 


UNITED LAST COMPANY + BOSTON «+ MASS. 
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They had to be right to deserve 
this — 


LO D bore wt 
Qo Pn aes 309 
S 


tate eR cnicas” 


The 
RED CROSS SHOE 


Division of the UNITED STATES SHOE COMPANY, Cincinnati, Ohio 
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Stocks Carried 
and Distributed by 
HUTCHESON WHOLESALE 
SHOE CO. 

201 Garrison Ave. 
Fort Smith, Ark. 
SIDWELL, DeWINDT 
SHOB OO. 
$11-315 W. Monroe St. 
Chicago, Ill. 
DIXON SHOP CO. 
343 Main St. 
Menomonie, Wis. 
SOLNIT & SHAPIRO 
SHOB CO. 

761 So. Los Angeles St. 
Los Angeles, Calif. 
AVES F- PURCELL 


1716 Arapahoe 8t. 
Denver, Col. 
NORTH COAST SHOE CO. 
425 Westlake Ave., No. 
Seattle, Washington 


No. 201 


PATSY LAST 
Boys’ Blk. Kip Blu. Ox. 
D & E—1/6 


No. 200—Tan to match 
Stock No. 221 


L. Gts. Blk. Kip Blu. Oy 
D & E—10/13% 
No. 220—Tan to match 


IN-STOCK 


SHOES 


FOR 


MEN and BOYS 


G. P. CRAFTS CO. 
MANCHESTER, N. H. 


No. 1101 


TOWN LAST 
Men’s Blk. Calf Ox. 
, D, E—6/11 


No. 1100—Tan to match 


No. 1147 


FLIP LAST 
Men's Blk. Calf Blu. Ox. 
lea. Heel—Steel Plate 
«, D, E—6/11 








MEN’S 
TO RETAIL 
$4. to $5 
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